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CAM P C O some practical IDEAS 


Plastic Sheet and Film 


attract . . . and sell. 


In any retail store, the competition for 
attention continues to increase. Like- 
wise the demand for display space on 
the dealer’s counter or showcase con- 
tinues to grow. The smart merchandiser 
takes these factors into consideration 
when planning his point-of-sale material. 

This Dayton Float Dispenser-Display 
is an excellent example. In the first 
place, it sells itself to the dealer. He can 
quickly see its sales value and is eager 
to give it a prominent place on his show- 
case. And few fishermen can resist this 
attractive display. It’s vacuum formed 
of high gloss Campco 2-300 in a brilliant 
green self-color with a red and white 
decal on the face. Floats are loaded 
from the back and find their level by 
gravity. The entire stock is on view and 
easily available for customer selection. 


Campco Woodgrain Sheet 
sells “A-lure” 


Throughout the country these hand- 
some displays made of Campco Wood- 
grain finish plastic sheet are helping to 
sell Warner Brothers ‘“‘A-lure’”’ bras in 
hundreds of women’s apparel shops. 
The display is vacuum-formed by 
Newhart Products, Inc. of Devon, Con- 


for its use 


a 
Displays of Campco Thermoplastic Sheet 


necticut. This Campco sheet, when 
formed, looks like solid wood, yet it is 
as light as a feather. Furthermore, it 
has all the fine qualities of standard 
Campco sheet—high impact resistance, 
dimensional stability and_ excellent 
formability. This sheet is available in 
cut-to-size sheets as well as standard 
sheets from .040” to .187” thick. 


Point-of-sale signs 
for 7-UP 


Point-of-sale signs made of vacuum 
formed plastic sheet have been an impor- 
tant part of the 7-UP merchandising 
program for years. These and others are 
used for wall, window and counter dis- 


for a cool refreshing .\'! 
aN a 


play. Showing the product in full color 
has stimulated the sale of 7-UP through- 
out many markets. These signs were de- 
signed and vacuum-formed from Camp- 
co Styrene by Hutcheson Displays, 
Incorporated, of Omaha, Nebraska. 


Received Your Campco Personal File? This data-packed reference 


file on thermo-plastic sheet and film is yours on request —just send name and 
address on your company letterhead to Campco, 2717-E Normandy Avenue, 


Chicago 35, Illinois. 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 





You build more sales with signs of 


PLEXIGLAS 


Sales go up when a PLEXIGLAS® sign is used to mark 
a place of business. This is what leading merchandis- 
ers in many fields have found and is why so many 
signs made of this acrylic plastic are appearing on 
Main Streets everywhere. 


Designed in PLEXIGLAS, signs become solid areas of 
color and light—clean and legible by day, completely 
luminous from internal lighting at night. Other rea- 
sons why it is good business to use PLEXIGLAS are its 
strength, resistance to weathering, low maintenance 
costs, and the accuracy with which trademarks can 
be reproduced. 


We will be glad to send you the names of sign com- 
panies experienced in the use of PLEXxIGLAs. And if 


you would like to see scores of successful PLEXIGLAS 
signs on location, where they are giving sales a real 
boost, just ask us to arrange a showing of our new 
20-minute color motion picture, “The Sign of 
PLEXIGLAS’’. 


FRY Chemicals for Industry 
ROHM & HAAS 


COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm & Haas Company of Canada, Lid., 
West Hill, Ontario 
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MORE OF 
YOUR SIGNS 
WILL GO UP 


IN MORE PLACES 
MORE OFTEN 
if you specify FASSON Self-Adhesive Materials 


Fasson is easier to use. Just peel the backing paper off . . . press in 
place. That's all. No soaking, no dripping, nothing to clean up. 
Salesmen, route men, dealers like to put up Fasson signs. 
Excellent variety. Colorful papers, gleaming foils, weatherproof 
vinyls, clear acetates. All can be silk screened, printed, or litho- 
graphed perfectly . . . beautifully! 
Two adhesives. Permanent — actually sticks tighter with time. Tem- 
porary — removes easily, slick as a whistle. 

Prove it yourself. Write for samples. Dept. A-9. 


Fasson Products 
PEt Td A Division of Avery Adhesive Products, Inc. 
250 Chester Street * Painesville, i 
Makers of Self-Adhesive Papers * Foils * Films * For Converters 





Just Cilutin Us 


Does It Have to Be “Guns or Butter”? 


Business men in general and advertising and sales promotion people 
in particular must have been dismayed at some of the attacks on advertising 
made by speakers at the Democratic national convention which nominated 
Senator John F. Kennedy for the presidency. 


Even more disquieting than the criticisms of "Madison Avenue," "pitch- 
men," “hucksters" and other symbols used by political opponents of adver- 
tising was the indication that some of the leaders of the Democratic party 
have accepted the basic thesis of Prof. Arthur Schlesinger Jr., of Harvard, an 
advisor of Senator Kennedy. 


He takes the position that American consumers are over-indulged, that 
they spend their incomes for gadgets and gimmicks, and that consequently 


there is a "private glut" and a government lack in the fields of public 
welfare and national defense. 


More of the national income, he insists, must be devoted to public wel- 
fare, and less to the soft living which he thinks advertising has brought 
about. Hence he goes so far as to suggest a tax on advertising. 


The high standard of living of Americans has been brought about largely 
by advertising, it is true. It has gone hand in hand with technological 
progress to provide mass distribution, and has stimulated public interest in 
better living and public demand for the numerous products which contribute 
to a healthier and happier life for most Americans. But is that bad? 


Some of the radical thinkers point out that Russia is using more of its 
income for government purposes than we are, but they fail to note that this 
is at the expense of the standard of living of the people. They are certain- 
ly poorly housed and poorly supplied with many of the things which Americans 
regard as necessities, such as automobiles. The Russian totalitarian regime 


diverts production to military purposes and to building scientific support 
for its missile and space programs. 


This is a great and challenging issue. It may provide one of the most im- 
portant political debates of recent years. It is so important to all who 
believe in advertising, sales promotion and the related arts that everyone 


in this business should be prepared to express his opinions to his neighbors 
and friends. 
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NEW HORIZONS 
for AUTOMATIC STIK-ON 
BLISTER PACKAGING 


te 


NOW MASS PRODUCED 
with Jackmeyer's New 


‘KOLDSEAL’ High Speed MACHINE 


Available in single or multiple units, the 
‘KOLDSEAL’ air press meets the growing 
demand for ae to mass produce 
Jackmeyer STIK-ON Blister Packages. 
This new packaging advance completely 
eliminates heat and high pressure from 
the sealing process and opens new hori- 
zons for profitable application of STIK-ON 
to practically any type of product ... 
even delicate and sensitive instruments. 


SUPERIOR ADVANTAGES 
OF ‘KOLDSEAL’ AUTOMATIC 
STIK-ON PROCESS 


© Seals without heat, eliminating possible curl- 
ing and warping of card. 

© Permanent adhesive bonds both card and 
blister. 

© Provides airtight protection from dust and 
moisture indefinitely. 

© Uses a minimum amount of input pressure. 

© Safely packages sensitive instruments, deli- 
cate parts and products. 

® Assemble economically and efficiently in your 
own plant... saves time and handling. 

© ‘KOLDSEAL’ MACHINES cost considerably less 
than other sealing equipment. 

@ Easy to build, ‘Do-It-Yourself’ Jigs. 


LOOK to JACKMEYER for More “SEE and 
SELL” in every type of Blister Packaging. 
Every step quality controlled from Crea- 
tive Design, Forming of Blister, Printing, 
Coating and Assembly from 1 dependable 
source at minimum cost. 
FREE! BLISTER PACKAGING ‘FACT BOOK’. A com- 
plete and informative presentation of Blis- 


ter Packaging . . . Finest idea stimulator. Send for 
your copy today Dept. AR-9. 


THE BRANCHES IN PRINCIPAL CITIES 
CORP 


253 West 26th St., New York 1,N.Y. 
WAtkins 4-0265 


N 


4 * @Ep < September 1960 





TE ccsiieeaiia 


Requirements 


Olympian Public Service 


When an ad agency is asked to raise money, with almost no 
money to spend, how does it do it? 


A Company President Hits the Road 


Kroger gained a lot of goodwill by being a good neighbor, 
with the gesture starting right at the top. 
HAVILAND F. REvEs 


Printing and Mailing from Overseas ; 


Sports Illustrated devised a mailing piece, based on the 
Olympics, that was a truly international effort. 


How Banks Use Mail 


It takes a lot of different kinds of mail to sell intangible 
services. C. ArTHUR HEMMINGER 


Using Color Prints in Press Releases . . ° 
Timken has learned that it gets more mileage from color 
prints than black and whites, even if the magazines cannot 
use color. Kart N. FROELICH 


How to — and Not to — Celebrate an Anniversary .... 


Equitable took five years to prepare for its centennial, but 
there were still mistakes it might have avoided. 


Erna M. KELLEY 


How to Celebrate a Multi-Faceted Anniversary 
A radio station which reached a varied audience had to 
develop a varied celebration, and do it on a low budget. 


The ABCs of Plastic Signs 
The vacuum-formed plastic sign has taken over a dominant 
role in national dealer identification programs, and is a 
medium with which every adman should be familiar. 
Rosert B. Kontkow 


An Advertisers Buying Guide looks into this relic of the 
old that is becoming the newest of the new. BetreE Macon 
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How to Run a Contest with a Sports Theme 


General Electric built excitement for a component by a di- 
rect mail contest with an Olympic theme. 


E. P. Dotes & B. J. WERGES 


Specialty Advertising at Work 


The winners of ASNA’s third competition show how many 
different kinds of jobs can be successfully handled by 
specialties. 


Packaging in Italy 


A nation with ancient traditions has surprised the world by 
its leading position in design in all media. 
Maurice BENSOUSSAN 


This is Flexography 


A new process has been added to letterpress, lithography 
and gravure, another tool for the adman. 


Mitton I. BENNETT 


How to Prepare a Case History 


“Holiday” wanted to tell teachers how a special issue was 
put together, and the case history itself is worth study. 
ALLEN SOMMERS 


When ‘‘Do-It-Yourself’’ Works in Motion Picture Production . 


The amateurs can sometimes get away with making a film, 
but you never stop learning from others’ mistakes. 
ArT PARCHEN 


DEPARTMENTS REGULAR FEATURES 


Art & Photography ........ 43 
Audio & Visual Aids _....111 
Direct Advertising ....... a 


Buyers Guide & 
Advertisers’ Index . 
Books for Admen 
Coming Conventions .... 
Competitions to Enter .... 
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TRANSPORT 


MARKETERS 


OCT. 25, 26, 27 


Knoxville & Gatlinburg, 


Tennessee 


The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year 
for these exciting events. 


Attending, by personal 
vitation, 


use this ad as a gentle 
reminder. 


Layout & Typography .... 67 
Packaging & Labeling _.. 88 


Premiums, Prizes & Spe- 
cialties Nalccs 


Printing, Paper & Plate- 
95 


Shows & Exhibits 
Signs & Displays .... 


16 


The Editor's Notebook .. 
Film Review 

How | Solved It 

Idea Album ............ 
Information Wanted ...... 
Just Between Us ........ 
Next Month in AR ..... 
Promotion Almanac ........ 
Readers Write ................ 
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pleasti-fime inc. 


Knoxville §—.—« Tennessee 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 
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MELIOR 


The most recent example of Hermann 
Zapf’s outstanding ability to translate 
the full historical tradition of fine calli- 
graphy into a modern, functional idiom. 
Clear, durable; preserves its distinctive 
character in any reproduction process, 
on any surface. Regular, Italic, Semi- 
bold, Bold Condensed. 

Specimen sheets available. Stocked 
in the U.S. on American point body by 
AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT INC. 
276 Park Avenue South, New York 10, N.Y. 
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The Editors 


Why the Olympics? re 


Or better still, 
how do readers 
use AR articles? 


A magazine, and especially one 
like AR, is edited for the single 
purpose of helping its readers. Each 
article should be evaluated from 
this one approach: how much does 
it contribute towards making its 
readers — or at least a substantial 
portion of them — more effective in 
their daily activity? 

This sounds far-fetched and ivory- 
towerish, but when you get down to 
a specific issue and the articles that 
make it up, it is intensely practical. 
Decisions must be taken and selec- 
tions made. A feature must be in- 
cluded or excluded on the basis of 
unfortunately limited knowledge 
about the habits and needs of read- 
ers. This is true regardless of read- 
ership surveys, which never point 
out what readers would like if you 
put it before them, but concentrate 
on what they did like of the past 
offerings. 


> An example of how this works in 
practice might be some of the staff 
discussion which took place as this 
Olympic issue began to take shape. 
As we approached closing date for 
this issue (which was some time in 
July), it began to appear that we 
had on hand, or could obtain, a set 
of features which reported on some 
sales promotion programs that were 
based on the Olympics. Was this 
worth doing? Would this add to the 
value of the issue? 

One position, firmly advanced, was 
that we were far too late with such 
an issue. By the time our readers 
got the articles, the time for them to 
have used the Olympics would have 
passed. If we wanted to tell, by ex- 
ample, how to make sales promo- 


Typefaces in this issue . 


HvureneenoureuNane coun Trenecerenens Captraveucetenneaancnanenterareonsernenn: 


. . 23 — Craw Cla 


Md Key 


tion hay of such an event we should 
have run these articles six months 
ago. 

Six months ago, of course, these 
articles could not have been written. 
The programs were probably not 
formulated, the materials probably 
not prepared, and had they been, it 
is unlikely that the sponsors would 
have been willing to reveal their 
plans to our readers before their 
prospects had heard about them. 

If we wanted to tell our readers, 
six months ago, about how to use 
the Olympics as a sales promotion 
base, we would have had to dream 
up suggestions out of the blue sky, 
and through interviews, ask some 
leading sales promotion idea men to 
add their own thoughts. It might 
have been interesting, but it cer- 
tainly would have been a theoreti- 
cal approach. 

As this issue was put together, the 
final results of these campaigns were 
not yet available, although some in- 
dications were. We did not know 
just how many G-E prospects re- 
sponded to the complete contest, 
not to mention ordering; we didn’t 
know whether the American people, 
urged by EWRR’s campaign, raised 
enough money for our needs; we 
didn’t know how many new sub- 
scriptions Sports Illustrated pulled 
as a result of its mailing. 

Perhaps in six months we could 
get actual results, give you figures, 
determine whether the effort was 
worth the work. Perhaps we could 
not, for, as you know, direct results 
are very difficult to ascertain. But 
would this be more helpful than 
giving you the story now, when it is 
fresh, when all of us have a better 


‘UO AEKENCUTVORT ED CuanEToneN avenenaneenst vecedn spe pepenuRens re onnstt 


rendon; 27 


Tempo Heavy Condensed; 


31 — Karnak Black Italic; 36 — Karnak Light; 43 — Bodoni Campanile; 47 — 
Tempo Heavy Italic & Artype; 54 — Tempo Bold & Holla; 57 — Mistral & Craw 
Clarendon; 67 — Artype; 76 — Clipbook; 82 — Bernhard Modern Italic; 88 — 
Hellenic Wide & Artype; 95 — Hellenic Wide; 102 — Tempo Bold & Stencil; 111 — 


Radiant Medium. 





BOND 
aVapih 
PROBLEM 
Y 


Choose an EAGLE-A TROJAN BOND PAPER 


TROJAN BOND COCKLE FINISH + TROJAN BOND OPAQUE + TROJAN LAID - TROJAN BOND SMOOTH VELLUM 


To get the right bond paper for every job, specify an Eagle-A Trojan Bond paper every time! The Eagle-A 
Trojan group of 25% cotton fiber bond papers offers you a choice of finishes — ideal for letterpress, lithography 
and raised printing. Every Trojan Bond paper has a fine appearance and good printing, typing and erasing 


qualities. They’re all available in standard weights and sizes in sparkling whites — and Trojan Bond Cockle 
Finish comes in attractive colors, too. Here’s your best 


EAGLE-A 
choice of bond papers for business stationery and direct mail FAGLE-A PAP ERS 
with envelopes to match. For a sample portfolio, write Dept. A. . L™r# Better papers are made with Cotton Fiber 


AMBRICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPON BOND AND OTHER FINE EAGLE-A PAPERS 
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| was in the 
doghouse 


ES 
ey 


U nt il | learned about 
pressure-sensitive labels! 


All the aspects of the highest quality 
pressure-sensitive labels combine in 


Ever Ready’s RED-E-ST K” to give you 
truly outstanding performance: 


@ Cleaner application—no water-heat-glue 
needed. Save time and labor. 


© Strips fast—sticks to any smooth surface. 


@ Won't curl, crawl or pucker — stays fresh 
and neat. 


© Almost any size, shape or color. Sheet, roll 
or split-back. 


@ AUTOMATABELS, marginally punched for 
electronic operation. 


@ RED-E-GRIP — permanent adhesive — holds 
with an iron grip. 


@ RED-E-PEEL adhesive—holds tight, but 
peels easily — leaves no residue. 


EVER READY LABEL 


CORPORATION 
357 Cortiandt Street, Belleville 9, N. J. 


Gentlemen: 


0 Please send me information regarding 
Red-E-Stik pressure sensitive case his- 
tories. 


(0 Please send me information on how to 
swap samples of our label for 100 humor- 
ous labels. 
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| But 








understanding of the public en- 


| thusiasm and interest created by the 
| Olympics? 


There is another possibility, of 
course, and that is to hold these 
stories, now that they are written 


| and documented, until 1964. Then 
| — and the pessimistic side of us 
| comes to the fore — there might be 
| another Olympics and other sales 
| promotion men might be looking for 
| ways to use it to help their promo- 
| tion plans. 


| » This position — that stories about 


such events as the Olympics have 
little value except to people who are 
planning promotions tying in with 
the Olympics — was disputed by 
others on our staff. This group felt 
that such a statement could be made 
about any case history. No promo- 
tion campaign can be lifted bodily 
from one product in one situation 
and translated or transferred to an- 
other product in another situation. 
ideas are hardier than that. 
They can be taken from one cam- 
paign, given a new emphasis, a new 
twist, combined with an idea found 
somewhere else, and developed in- 
to what is essentially a new cam- 
paign. 

Each of the three reports in this 
issue is suitable for such translation. 


® Many an agency is involved in 
public service campaigns which have 
many of the same elements which 
can be found in this story (page 
23). They are frequently asked to 
help out in some project for which 
there is no commission and little 
budget, and yet which have a spe- 
cific and measurable goal. Some of 
the ideas developed by EWRR 
should have broad application. 


® The General Electric program 
(page 76) is based on the Olympics, 
but more importantly, it is a contest. 
It is a good example of how a con- 
test can be developed to emphasize 
the sales points of a campaign, not 
to compete with them. The theme 
of the contest is the Olympics, but 


| it doesn’t take much thought to 
| come up with a variety of other 
| themes, any of which could be used. 


How about the World Series, or the 


| Kentucky Derby, or if you want to 
| get away from sports events, the 
| Pulitzer prizes? If you are trying to 
| reach engineers and scientists, could 
| you develop a contest based on pre- 
| dicting Nobel prize winners? 


® Mailings from Europe are not 
new. They have their positive values, 
both because of economy and 


| heightened interest in the foreign 
| stamp. This report on Sports Illus- 


trated and its foreign mailing (page 
31) is an interesting one to anybody 


who is planning or contemplating a 
large mailing from overseas. It tells 
how it was handled. The Olympic 
theme was of especial interest to SI, 
and could, of course, be of special 
interest to other advertisers, as well. 
But the essential part of this story 
is the overseas mailing techniques. 


> Thus each of these three articles 
meets the criteria which we have 
set up for every article in AR. It 
must be of use to a substantial part 
of our advertising and sales promo- 
tion readers. To this extent, each of 
these articles is timeless. Its basic 
information, its basic ideas, are as 
valuable today as they will be one 
month from now or a year from 
now. While none of it can be lifted 
directly, we hope that all of it can 
serve as the springboard for some- 
body to adapt to his purpose, and 
serve, perhaps, for a future article 
for AR readers. 

Whether this actually works in 
practice is another question. Yet it is 
a question to which we need the an- 
swer if we are to make decisions. Do 
readers want stories of outstanding 
campaigns that are probably ex- 
ceptional in their combination of 
details? Do they read these articles 
and note features and ideas that 
they might borrow for future cam- 
paigns of their own? Do they need 
these pointed out to them? 


> There is a specific story now under 
development whose handling can be 
affected by such considerations. It is 
the story of how a new product is 
being introduced to the market, a 
subject, we know, of much interest 
to many readers. 

The product, a consumer item, 
will break with a heavy campaign in 
October. At that time, most AR 
readers, who are consumers, and 
fairly observant ones at that, will be 
aware of the product, will have seen 
the ads and the tv commercials, may 
have noticed the package and the 
p.o.p. Is this the time to bring them 
the story of how the program was 
put together, which will include a 
report of a national sales meeting 
and a theatrical presentation. To 
this calloused observer, the program 
—and the product—looks good. 

Again, if we wait six months, we 
shall know a little more about the 
success of the campaign and the 
product. But is it worth waiting? 
Would you prefer the story behind 
a campaign while the campaign is 
still at work, when you can person- 
ally observe its evidences on the 
market place? Would you let us 
have your ideas on the subject? 
(The product, by the way, is Handi- 
Wrap, being introduced about Oc- 
tober 1 by Dow Chemical.) 44 
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Aa EINSMCOTMITCRUCE popularity of BECKETT BRILLIANT OPAQUE! 


More and more printing plants, advertisers and agencies are specifying 
this premium quality offset paper; many have even standardized on it. 
And no wonder! All illustrations (whether in one color or four) and type 
seem to “do better” when printed on BECKETT BRILLIANT OPAQUE. 


Its surface preserves all details, actually enhances subjects 
Its softness is easy on the eyes, and there is no slick coating 
to fingermark or cause glare. Brilliant printed effects are 
routine on BECKETT BRILLIANT OPAQUE. @ Because its 
cool, clear whiteness is matched by its remarkable freedom 
from show-through, in most cases one weight lighter than 
that of standard offset papers can be used. @ It is avail- 
able in thirteen embossed finishes, all of which add 
interesting texture to printed pieces. BECKETT BRIL- 
LIANT OPAQUE and its companion stock, BECKETT 
BRILLIANT OPAQUE COVER, are offered in all popular 
weights and sizes. @ Cultivate the habit of specifying 
BECKETT BRILLIANT OPAQUE—AND BE ASSURED 

OF A TOP-QUALITY PRINTED JOB EVERY TIME! @ 


The Beckett Paper Company - Makers of Good Paper in Hamilton, Ohio, Since 1848 


This is BECKETT BRILLIANT OPAQUE, Coral finish, 80 Ib. 


Color illustration courtesy of GMAC Time Payment Pian 





IM Editorial Awards 


Sponsored by Industrial Marketing, 200 
E. Illinois St., Chicago, 11. To give pub- 
lic recognition to outstanding editorial 
achievement by the business press. Open 
to all English-language business papers 
published in the U.S. or Canada. Mate- 
rial published during the period from 
Jan. 1, 1959, through June 30, 1960, is 
eligible for entry. 

Closes Sept. 10, 1960 


L.A. Awards 
Sponsored by the Printing Industry oj 
America Inc.; Miller Printing Machin- 
ery Co. Open to all letterpress, litho- 
graphic, gravure, silkscreen or allied 
process printers in the United States and 
Canada. Entering companies will be 
separated into three categories based on 
the number of employes. In each cate- 
gory entries of both campaigns and in- 
dividual specimens will be judged on 
the basis of the best self-advertising used 
between August 15, 1959 and September 
30, 1960. Judging points will be given 
on idea, copy, design, and quality of 
reproduction plus continuity and results 
in campaigns. Awards consist of three 
$1,000 cash prizes; nine Benjamin 
Franklin Statuettes; “Best Fifty” cer- 
tificates. For entry forms, etc., write 
Printing Industry of America Inc., 5728 
Connecticut Av., Washington 15; Miller 
Printing Machinery Co., 1117 Reedsdale 
St., Pittsburgh 33; or Sears Limited, 
253 Spadina Rd., Toronto 4, Canada. 
Closes Sept. 30, 1960 


Musical Theme Awards 


Sponsored by The American Music Con- 
ference, 332 S. Michigan Av., Chicago 4. 
Awards given for best printed advertise- 
ments, appearing in 1960, using a musi- 
cal theme to promote non-musical prod- 
ucts. Any size or type of ad appearing in 
publications, outdoor ads, etc. 

Closes Jan. 20, 1961 


Atlas Advertising Award 


Sponsored by American Merchant Ma- 
rine Institute Inc., Bureau of Informa- 
tion, 11 Broadway, New York 4. Open 
to advertising which emphasizes the im- 
portance of the American Merchant 
Marine on an institutional level. Entries 
will be judged on impact, message con- 
tent, distribution and appearance. 
Closes Jan. 31, 1961 


Mead Paper Awards 


Sponsored by The Mead Corp., 118 W. 
First St., Dayton 2, Ohio. Open to Mead 
merchants for fine printing examples. 
“Awards of Excellence” are handed out 
monthly to participants throughout the 
United States. Each monthly winner 
then qualifies for the Grand National 
Award. Top prize money is $300, $200 
and $100 for the merchant salesmen. 
Certificates are also awarded. 

Closes monthly 


Car Card Awards 


Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St.. 
New York 17. Monthly competition 





You Are Cordially Invited To 
See The “World of Premiums” In All 
Its Importance And Completeness At The 


22nd 
NEW YORK 


PREMIUM SHOW 
SEPT. 12 Thru 15 


At The 


HOTEL ASTOR 


SPONSORED BY THE PREMIUM ADVERTISING ASSOCIATION OF AMERICA 


FOR COMPLIMENTARY ADMITTANCE BADGES WRITE TO: 
ARTHUR TARSHIS ASSOCIATES 


SHOW MANAGEMENT 


12 WEST 72nd ST., NEW YORK 23, N. Y. 


ae Le 
AND PRINTING 


A complete “how it’s done” picture of the 
graphic arts field prepared by more than 100 
authoritative, technical contributors. 

Here is a complete source of information on the 
graphic arts field in easy to understand form — 
one that you will want to keep within reach for 
ready reference. 


Profusely illustrated, this 423-page volume contains chapters on 


Originals for Reproduction 
Photographic Materials and Equipment 
Continuous Tone, Line and Halftone Photography 
Color Reproduction 
Photoengraving and Letterpress Printing 
Photolithography and Offset Printing 
Photointaglio Procedures 
Silk Screen Process 

e Civilization’s Debt to Paper 
. every step and detail brought into crystal clear focus. 


This complete graphic arts library in a single volume costs only $15.00 
in U. S. and Canada — $16.00 elsewhere. Send postpaid. 10 days free 
inspection with return privileges if not completely satisfied. Make 
checks and money orders payable to: 


Adiwertising Requirements 
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open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 

Closes monthly 


Buying Business 
Christmas Gifts 


Printing 

Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. 

Closes last day of each month 


It's no easy job to set up and carry through a 
business gift program for your company, but 
this staff report should help make it easier. It 
will cover common practices, guiding princi- 
ples, and what gifts companies are giving. 


oa 


im 


Conventions 


AR’s Portfolio of 


All meetings listed here are annual 


SEPTEMBER 


11-14 .. . Produce Packaging Exposition 
... Americana, Miami Beach 


Throughout the year, AR editors have been go- 
ing through trade shows, speaking to suppliers 
and collecting information on the newest and 
the most interesting offerings to the executive 
gift market. You may find what you want here 
or you may get help in locating new sources. 


12-15 . . . Premium Show, Astor-Manhat- 
tan, New York. 


17-20 . . . Mail Advertising Service Asso- 
ciation International, Sheraton Cadillac, 
Detroit 


18-21 . . . Fall Meeting, Natl. Pape 
Trade Assn., Conrad Hilton, Chicago 


OCTOBER 


4-6 .. . Business & Corporate Gift Show, 
Trade Show Building, New York 


5-8 . . . National Assn. of Photo-Lithog- 
raphers, Conrad Hilton, Chicago 


How Johnson’s Wax 


9-13 . . . Direct Mail Advertising Assn., 
Americana, Miami Beach 


Celebrates Christmas 


Here’s a year-by-year study of the practices of 
a national advertiser, what it has sent out to its 
friends each year, why it chose these gifts, and 
where it got them. 


10-12 . . . American Photo Engravers 
Assn., Statler-Hilton, Buffalo, N. Y. 


10-13 . . . Industrial Film & Audio-Vis- 
ual Exhibition, Trade Show Building, 
New York 


i conventions, unless otherwise described. 
Christmas Gifts ‘ 


10-13 . . . Corrugated Containers Confer- 
ence, Royal York, Toronto 


14-23. . . French Packing Institute's 
First International Packaging Machinery 
Show, Paris 


16-22 . . . Society of Motion Picture & 
TV Engineers, Sheraton-Park, Washington 


A CHECKLIST 
FOR THE HOLIDAYS 


If you have the job of running your company’s 
Christmas activities, you'll find this checklist 
a handy way to keep from getting lost. 
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: 19-22 . . . International Typographic 
: Composition Assn., Statler-Hilton, Dallas 
: 24-27 . . . Printing Industry of America, 
: Sheraton-Park, Washington 


24-27 . . . Intl. Assn. Electrotypers & 


Stereotypers Inc., Continental Hilton, 
Mexico City 


27-30 . . . American Society of Industrial 


Designers’ Conference, Edgewater Beach, 
Chicago 


31-Nov. 4 . . . Packaging Management 





Course, American 


Management 
Astor, New York 


NOVEMBER 


1-3 . . . Canadian National Packaging Ex- 
position, Automotive Bldg., Toronto, Ont. 


1-3 . . . Point-of-Purchase Advertising In- 


stitute, 14th annual symposium and ex- 
hibit, Coliseum, New York 


3-5 ... Public Relations Society of Amer- 


ica, Conrad Hilton, Chicago 


11-13 .. 
Sherman, Chicago 


14-16 . . . Broadcasters’ Promotion Assn., 
Sheraton Charles, New Orleans 


21-25 .. . Industrial Photographic & TV 
Exhibition, Royal Albert Hall, London 


28-30 .. . Intl. Planning Exposition, Con- 
vention Center, Las Vegas, Nev. 


DECEMBER 


3-6 1960 Visual Communications 
Congress, Sherman, Chicago 


4-5 ... National Assn. of Display Indus- 
tries, Trade Show Bldg., New York 


DECEMBER, 1960 


Dec. 1-31 

Give and Serve Meat For Christmas 
. . « Sponsored by Natl. Livestock and 
Meat Board, 407 S. Dearborn St., Chi- 
cago 5 


Dec. 1-28 
National Science Talent Search a 
sponsored by Westinghouse; c/o Science 
Service, 1719 N St., NW, Washington 6 


Dec. 2 
Pan American Health Day . . 
dential Proclamation ) 


. (Presi- 


Dec. 7 
National Civil Defense Day . . . spon- 
sored by Office of Civil and Defense 
Mobilization, Battle Creek, Mich. 


Dec. 10 
United Nations Human Rights Day .. . 
(Presidential Proclamation) 


Dec. 11 
JCI Day . . . sponsored by Junior Cham- 
ber Intl., 1200 Fifth St., Miami Beach, 
Fla. 


Dec. 14 
Channuka 


Dec. 17 
Pan American Aviation Day 
dential Proclamation ) 


Dec. 25 
Christmas 


Dec. 31 
New Year's Eve 


Assn., 


. Screen Process Printing Assn., 








JUSTOWRITER’ CUTS 
PRINTING COSTS 


Any typist becomes a 
skilled typesetter when 
she uses a Friden 
Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 
check and a punched 
paper tape. The rest 


of the job is automatic. 


Seess 


Sd Ak al dda dd 
Cad 


The Justowriter can save you 


money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation... 
Automation so hand-in-hand 
with practicality there can be 


no other word for it! 


> Iriden 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA. SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. AND WORLD 
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Good 
“Bottleneck” 
for 

ROYAL 


Ly 


IDEA NO. 175 


Here’s a bright ’’n shining promotion 
staged by Koyal Dairy, of Omaha, 
to “break’”’ new Royal Orange 
Juice. To help routemen sample 
the new product, each free bottle 
left on a doorstep carried this “silent 
salesman’’—a die-cut gold crown 
with tab containing mouth-waterin’ 
copy. In back is a strip of (you 
guessed it!) moistureless Kleen- 
Stik, to hold the crown in place. 
This “crowning touch” involved 
not one, but two presidents: Royal’s 
Bill Beeler, and Brandt Zimmer- 
man of Zimmerman Adv. Agency. 
Handsome production by Moran 
Printing Co., Omaha, salesman 
Ray McNeill handling liaison. 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


WORLD'S MOST Nia ST 


GELF-STIK-ing Pk 


139 
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IDEA NO. 176 


Price Pointer for EARLY TIMES 


Introducing a new flask bottle for 
Early Times whisky called for 
emphasis at the point of sale as well 
as in print media. Brown-Forman 
Distillers Corporation, Louisville, 
provided a “‘quickie’’ for salesmen 
and dealers with this handy die-cut 
arrow. Pre-scored for folding, it’s 
equipped with strips of ouatent- 
press Kleen-Stik, easily attached 
to top or bottom of shelf above, 
calling attention to the new bottle. 
Gives dealers a spot to feature 
rice, too! Jack Downing, Sales 
dir. of Hennegan Co., Cincinnati, 
guided the neat production. 


d33y"° 


"dn Ai 


Crowning touch for practic- 
ally any display is modern, 
self-sticking Kleen-Stik. See 
your regular printing source 
for a shelf-ful of ideas, or write 
direct for full information. 


MILS-N337MW HLIM* 


7300 West Wilson 
Chicago 31, Minois — 


Painaiiscres 


nm hse MN 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ApvERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Stats Help Client 
Visualize New Sign 


One of our clients was considering 
a new sign for his dealers, but he 
did not know what size, color or 
shape would be best. Our studio 
took Polaroid shots of 24 store 
fronts (his local outlets) all from 
the same distance to keep them in 
scale. These were enlarged photo- 
statically. On these stats we pasted 
our suggestions for new signs and 
evolved three basic types which 
enabled the client to visualize them 
in color and in use. The presenta- 
tion was enthusiastically received 
and all suggestions were approved 
in record time. 
HENRY SZAFARZ 
Art Director, Szafarz Associates, 
Boston 


Low Cost Method for 
Line Graphs is Told 


My problem was to prepare a 
number of slides of line graphs, 
preferably in color, and at low cost. 

Having a copy stand and a single- 
lens reflex camera, I decided to pre- 
pare one-time art for each slide 
right on the stand, photograph it, 
and then on to the next. 

I secured several different sheets 
of colored cover stock (Buckra) 
20x24”. One of these is used for the 
background of the slide and is cor- 
ner taped to the stand. Over this I 
place a white sheet of paper the 
same size, ruled off in one-inch 
squares. Over this is placed a sheet 
of color acetate the same size, and 
this is taped down on two edges 
only. 

The graph is laid out on the ace- 
tate, using %4” Chart-Pak tapes in 
as many colors as are needed, mak- 
ing sure that they contrast with the 
background. I usually use white for 


the axes and one of the lines. Red 
and black also are good, and any 
black and white patterned tapes are 
effective. 

The legend and numbers are put 
in simply by laying white diecut 
cardboard letters (3%4 and 1%”) on 
at the appropriate points. Cutout 
photos and logos can also be used 
simply by laying them in place on 
top of the acetate. 

When the layout is complete, the 
ruled white sheet is slid out from 
beneath the acetate without dis- 
turbing the copy, lights are turned 
on, exposure and aiming of the 
camera is checked, and the shutter 
tripped. 

To get set for the next, put the 
letters back in their boxes, strip off 
the tape, and slide the grid paper 
back in. Usually it is not necessary 
to remove and replace the tapes 
marking the axes. The next slide 
can be a different color just by slid- 
ing in a different sheet of cover 
stock. 

JOHN TURREL 

Agricultural Information Service, 

Butler, Pa. 


Sandpaper Treatment 
Sharpens Scissors 


Desk scissors can be sharpened 
quickly for more efficient use by 
using them to cut sandpaper. Cut 
into a sheet of sandpaper at least 
20 times to the full length of the 
blades of the scissors. A little light 
oil will often help the honing action 
of the abrasive paper. After this 
treatment, clean the scissors care- 
fully and tighten the adjusting 
screw, apply another drop of oil 
and the tool will cut like new. Sim- 
ilar treatment will often make a 
photo trimmer cut more effectively. 

Gten F. STILLWELL 

Manhattan Beach, Cal. 





FAMOUS LAST WORDS (No. 14.) 


"WEXT YEAR, WERE GONNA START EARLIER” 


«»»A TIME-HONORED PHRASE IN THIS BUSINESS 


Time is one of the principal factors in effective trade The calendar is attractively designed in two colors with 
show planning and production. Regardless of the each page featuring a Famous Last Word Cartoon. It 


amount of creativity, energy and money expended on starts with July, 1960 and ends June, 1961. 
your exhibit, it will fall short of its potential effective- 
ness if there is insufficient time to prepare it. 


To help break the perennial cycle of late starts on show This unique, functional Calendar is yours 
planning and construction, GRS&W has prepared a FREE. Simply fill in and mail the coupon 
different kind of calendar . . . one which is an auto- 
matic reminder of coming trade shows and exhibits. 


Each month, with the help of this new calendar, you'll 
know what shows are coming up three months ahead. 
The month of July for example will list the show dates 
for October, the month of August for November, etc. 


CRS 2W tan” 


5875 CENTER AVENUE, PITTSBURGH 6G, PA. 


5875 Centre Avenue, Pittsburgh 6, Pa. 


Please send me the new GRS&W Pre-Show Calendar. 


Name 
Company 


Address 


—— eae Pare 


City, Zone, State 


mem ememanantil 
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SILK SCREEN 
INK COLOR CARDS 
are a big help 
Tim a 
Hie a 


Art Director, 
Stern, Walters & Simmons, Inc. 


“We create a lot of point-of-purchase 
pieces for our clients and selection of 
color is quite important. To make sure 
the finished job is identical to our client- 
approved layouts, I refer to a set of 
NAZ-DAR Silk Screen Ink color cards. 
By placing these special bleed-mounted 
chips directly on the comprehensives 
as they’re being done, and specifying 
the same color to the silk screen process 
printer, we get brilliant, crowd-stopping 
posters and displays that attract atten- 
tion, and customers!” 

Why not try this technique next time 
you get involved in POP planning. 
NAZ-DAR Colors are the most widely 
used screen process inks in the world. 
And their special features: fast-drying, 
resistance to chipping and perfect color 
matching on reruns make your banners, 
posters and displays look better, sell 
harder! 

FREE COLOR CARDS. Write today 

for the latest color cards on NAZ- 

DAR Fast-Dry flat finish and gloss 

finish inks. 
Consult your screen process printer 
for helpful POP suggestions. 


THE 
NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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Makes Tile Letters 


e Your article on “How to Buy 
Cut-Out Letters” (See AR July) is 
interesting and informative. I am 
sure that many of your readers will 
get ideas. 

But alas! You have listed us as a 


| manufacturer of plastic letters in- 
| stead of tile. 


We make tile letters. In fact, after 
extensive experiment, we have con- 
cluded that only tile can be preci- 
sion molded with a deep dimension 
that “insists on attention.” To make 


| sure that users of Mitten letters get 


“attention insurance,” we have re- 
tained the nation’s top designers 
Peter Dom, Elaine Lustig, Meyer 
Davison, to name a few — and our 
designs are patented, exclusive. 
ALLEN THURMAN 
Sales Division, Mitten’s Display 
Letters, New York 


(Sorry for putting a “3” under 
Mitten’s listing instead of the cor- 
rect “2”. Would all readers who 
have clipped and filed this source 
list, please make this correction? 


‘+s. 


Product Replicas 


® Our enclosed brochure will pro- 
vide a fairly accurate picture of our 
facilities for the production of large 
or small production runs in many 
media, and our versatility in pro- 
viding product replicas, regardless 
of size. 

We would appreciate your rec- 
ommending our company to inter- 
ested parties. ADVERTISING REQUIRE- 
MENTs is excellent. Each issue is 
thoroughly digested by our firm. 

Bern Wo.r 

Bern Wolf Associates, Beverly 

Hills, Cal. 


Paper Mill Uses 
No Merchants 


© I was extremely interested in 
your . . . reference to the services 
provided to paper users (see AR 
August). West Virginia Pulp and 
Paper Co. is unusual among major 
paper manufacturers, in that it is 
our policy to sell direct to printers 


and large users of our products. 

Our long-standing policy of di- 
rect sale has recently been ex- 
panded to cover many new areas. 
We are now able to provide na- 
tional coverage of the graphic arts 
industry. Now, West Virginia offers 
more printers, converters and other 
major paper users many advan- 
tages: 


1. The economy of direct purchases 
and shipments from completely in- 
tegrated mills. 


2. Prompt and personal service 
from a mill-trained sales repre- 
sentative conveniently located at 
one of our many offices. 


3. The opportunity for direct con- 
tact with a highly-skilled technical 
service staff, readily available for 
consultation. 


4. Feedback of the user’s needs and 
problems, directly to skilled paper 
makers and, where necessary, to 
extensive research facilities. 


5. Exact knowledge of what the 
user is ordering and confidence that 
he will receive precisely what he 
orders, due to the fact that he is 
dealing with the mill. 


6. Continuing research and devel- 
opment of new and better products 
plus the most extensive quality and 
uniformity control program in the 
industry. 


We feel that this program gives 
our customers an unequalled com- 
bination of economy, quality, sales- 
service and technical know-how. 

H. R. von DER OsTEN 

West Virginia Pulp & Paper Co., 

New York 


Stimulating but... 


e I found Editor’s Notebook in the 
July issue (see p. 20) very stimu- 
lating. 

We, as incentive merchandisers, 
are in this area of collateral pro- 
motion service that you discussed. 
We find that it is difficult to work 
with most agencies along the lines 
you have outlined. 

There are apparently several rea- 
sons for this. One of them is the 
fact that there is no commission on 





our service, and the agency hesi- 
tates to ask for a fee on top of our 
costs. Even more important is the 
fact that many agency merchandis- 
ing men know very little about in- 
centive merchandising, cannot ex- 
plain its benefits to the client and 
hesitate to recommend it. 

We have found that our best ap- 
proach is directly to the client. Here 
and there we find an agency we can 
work with, and in such cases are 
happy to give them full cooperation. 
We make one stipulation, however, 
that we shall be present to make 
our presentation directly to the 
client, either under the agency’s 
aegis or as an independent supplier 
whom the agency recommends. 

I have yet to run into a client 
who down-grades an agency which 
does not know all of the answers to 
a marketing problem, but brings in 
someone to supply these answers. 

GEorGE FITTERMAN 

Vice President, Sabin House, New 


York 


rroRnaTiOn 
WANTED] 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests... Ed. 


How Much For How Much? 


® Do you have available any infor- 
mation regarding how much an ad- 
vertiser should spend on advertising, 
in relation to his business volume? 
J. F. PLESKACH 

Pleskach and Smith, Omaha, Neb. 


(Our sister publication, “Industrial 
Marketing,” ran an annual nation- 
wide survey of industrial ad budgets 
in the January issue. This is a copy- 
righted feature which is exclusive 
with it, and it details size, method 
of determination, budget allocations, 
etc., for the nation’s basic “industry 
groups”... Ed.) 


Reprint Data 


® I would like all possible informa- 
tion pertaining to ad reprints, their 
cost, how to obtain, etc. If I cannot 
receive this material from you, 
would you please direct me to a 
firm who could? 
Patricia E. Evans 
Colle & McVoy Advertising 
Agency Inc., Minneapolis 


(Generally, this is a matter of indi- 
vidual practice. In most cases pub- 
lishers are very glad indeed to sup- 
ply reprints of advertising they 
carry at a price very close to the 
actual producton cost involved .. . 
Ed.) 


Duck In Sailor Suit 


@ Can you tell me who to contact 
for an impression of a duck in a 
sailor suit? We would like it on a 
material that could be ironed on to 
our Captain’s Flag. The background 
is blue, so perhaps the duck should 
be in white or yellow. 
JosePpH M. RostnEK 
Executive Secretary, Nat!. Boat- 
ing Assn., Minneapolis 


Refund Offer Count 


@ We have never used our privilege 
as a subscriber to write for informa- 
tion, but we find AR so informative 
and useful that we feel sure you 
will have an answer in your files. 

Specifically, what rule of thumb 
can be applied to estimate the num- 
ber of returns when a product is 
offered with a cash refund for the 
product label? For example, one 
of our clients is planning to intro- 
duce a new product—sold exclu- 
sive in food stores. There is some 
uncertainty whether to give it a 
“10¢ off’ introductory price or to 
offer full purchase price refund if 
the buyer mails in the label. Reg- 
ular retail price will be 49¢. 

If you have any helpful informa- 
tion on the refund offer, we shall be 
grateful to receive it. In the event 
there is an AR reprint available, 
please send us three copies with 
your invoice. 

Joun C. HuskIsson Jr. 
Vice president & general man- 
ager, Pidcock & Co. Inc., Sa- 
vannah, Ga. 


(We hate to disappoint a reader, 
especially on his first request, so 
we’re hoping someone with more di- 
rect experience than we on this 
question will come up with some in- 
formation . . . Ed.) 
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APPLIANCE 


MARKETERS 


: aa 
OCT. 25, 26, 27 


Knoxville & Gatlinburg, 
Tennessee 


The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year 
for these exciting events. 


Attending, by personal 
invitation, will be many 
of America’s leading mar- 
ket executives who will 
use this ad as a gentle 
reminder. 


al 


plasti-line inc. 


Knoxville Tennessee 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 
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REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20¢ each; lots 
of 50 or more, 1 5c each; lots of 100 or more, 12'/2¢ each. 


Advertising Specialties 


307 A Basic Guide to Specialty Advertising 
What every adman should know about this medium — a Best of AR feature 
291 This is the Specialty Industry — by Robert 8. Konikow 


A guide to the buying of specialties 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 


A basic guide to the ethics and techniques of company gift-giving 


Audio-Visuals 


303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Neumann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 


Design 


290 Design for Corporate image — by Hap Smith 
A designer tells how to develop your own program 


Engraving 


112 Do’s and Don'ts for Better Engraving 
Replies to an AR survey give practical suagestions for cutting costs 


Exhibits 


309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this is a practical checklist for exhibit users 
280 100 Suggestions for Exhibitors 


A checklist of helpful hints for conventions and trade shows 
The Magic City 


A Georgia bank devised an unusual exhibit in a trailer to tell its story 
How Traveling Exhibits Build Good Will — by Mildred Weiler 


How Southwestern Bell Telephone handles display units 
192 Exhibit Photos — How to Put Them to Work 


How a number of exhibitors use photos of their trade shows 
191 How to Get More from Your Trade Show Dollars 


— by William S$. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium 


— by James Joseph 
Fairs have become a product showcase and a selling place 
146 How to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto's exhibit manual gives many practical hints 


House Organs 
292 When an Agency Edits an External 
The story of an industrial house organ edited by an agency 


Direct Advertising 
304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective maili 
261 How to Get an Effective Christmas Card — by Bette Macon 
Some practical suggestions to improve your greetings 
254 Peek-a-Boo Envelopes Can Sell 
How alert advertisers are using envelopes with the extra window 
248 Can You Afford to Run Your Own Lettershop? 
— by Francis S$. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Making an Effective Direct Mail Package — by William Boring-Gould 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 
172 202 Tips for Direct Mail Advertising (50c) 
A 16 page booklet representing AR’s two special articles on direct mai! advertising 
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Premiums 


312 Do's and Don'ts for Premium Buyers 
A Best of AR article gives practical suggestions to improve use of premiums 
295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 
A survey of premium men foresees some changes in buying practices 
272 Overseas Premiums Can Add Glamour to your Promotion 


— by William S$. Reach 
Drop-shipping premiums from abroad has some advantages, but risks as well 
251 The Besic Premiums — by John M. Davidson 
A look at 50 years of premiums shows which have constant appeal 


Publicity & Promotion 


283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 

281 The AR Promotion Almanac for 1960 ($1) 
A list of special days, weeks and months for the entire year 
279 Report of the 1959 Sales Promotion Executives Assn. —a 
Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
Nine Ways to Get Sales Promotion Ideas — by Fred Ziegler 


‘ and other highlights from the convention program 
The Johnson Story (50c) 


Three articles examine the sales promotion activity of this leading manufacturer 


of outboard motors 
277 The Mayflower Story — by Edward L. Van Riper 


A public service program that turned out to be excellent public relations 
274 The Sales Promotion Executive of the Year 
About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
271 How to Get your Film Shown on TV — by Jim Atkins 
A news editor gives some practical advice on film preparation 
268 Barnyard at the Waldorf — by Russel K. Crenshaw 
The story of Pfizer’s press show, which installed live animals in a hotel 
267 Disneyland Finds Solution to Tourist Promotion Problem 
An unusual house organ which promotes business for competitors builds Disneyland 
247 How Basketball Built a Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball built brand recognition 
185 How to Handle Relations with Radio, Television & Newsreels — 


by William G. Cox 
A quide to an effective publicity program for audio and visual media 


180 Getting the Most from Publicity Photos — by Leo Solomon 
Some practical hints on producing photographs that win space 
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Reprint Editor, Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


rc 


(_] Please bill me (for orders of more than $2) 
Name 
Company 


Street 


: () I enclose payment of 





some 
papers 
have 
extra 


advantages... 


LIKE ALLIED CELLUGLOSS OFFSET 
FOR EXTRA RUNABILITY 


Why? Because Allied’s fibre structure is different 
...1t?s more dense, giving Cellugloss Offset the 
extra advantage of greater stability. That’s why 
Cellugloss runs so well...prints a little better 
than comparable coated sheets...and gives a 
good fold. 

Ask the printers who have used Allied’s Cellu- 
gloss. Their most frequent comment will be “‘it 
runs well’’. This is the extra you get from Allied. 
And as you can see here, it has the quality in 
appearance and finish, too. 


ALLIED PAPER CORPORATION 





Photograph courtesy of Arthur C. Allen, AGS & R Studio, Chicago 
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For Offset: 
Cellugloss Offset Enamel 
Cellufold Offset Enamel 
Imperial Offset Enamel 
Excelgloss Offset Enamel m 
Velour Offset Enamel Halftones...Duotones...every job... 

C t Col E l . sa: . 
Se ee Allied runability makes a difference 

Cellufold Litho C1S 

Cellugloss Litho C1S 
Monarch Litho C1S 


You know that printing a good halftone is often just 
Imperial Litho C18 as difficult as doing process color, if not more so. In 

Excelith C1S fact, your customers are frequently more critical of 
halftone reproduction than anything else. Here is 
where paper runability can be very important...and 
here is where all of Allied’s Coated Papers have the 
advantage—they run well. 


For Letterpress: 
Celluprint Enamel 

Imperial Enamel 
Excelprint Enamel 


Velour Enamel 
Comet Colored Enamel ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 


lithographed on Allied Cellugloss Offset, 80 Ib. 
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© Symbology, edited by Elwood 
Whitney for the Art Directors Club 
of New York; Hastings House, New 
York, 192 pages, $6.95 . . . For each 
of the past few years, the Art Di- 
rectors Club of New York has held 
a conference in conjunction with its 
annual shows, and each year it has 
published the proceedings in a 
bound volume. 

For the fourth of these confer- 
ences, the topic was the use of sym- 
bols in visual communication, and 
an unusual group’ of speakers 
was selected. The program started 
with an invocation in the hand 
language of the deaf and ended with 
a summary by Dr. Frank Stanton, 
president of CBS and a psychologist 
in his own right. In between came 
such pieces as one of the hobo’s 
sign language, Fairfax Cone’s piece 
on symbology in advertising, (see 
AR, June 1959), George Nelson’s 
look at the world of images, and 
eight other approaches, each from 
a different angle. 

It is a provocative collection of 
papers, and a stimulating one, al- 
though it tends sometimes to get 
somewhat isolated from one’s daily 
task and somewhat difficult to re- 
late to the job immediately ahead. 
But the viewpoints are refreshing, 
and reading through this volume 
should start some new train of 
thought—and that is always to the 
good. R.B.K. 


© Explorations in Communications, 
Edmund Carpenter and Marshall 
McLuhan, Eds; Beacon Press, Bos- 
ton, 210 pages, $4... At first glance, 
this may appear to be an esoteric 
work of limited value to the reader 
of AR. But first glances have a way 
of not being too perceptive. This 
book is the result of intelligent 
probing into one of our basic proc- 
esses—the way human beings ex- 
change feelings, facts and fancy. 
If your job demands that you in- 
fluence, sell, persuade, convince, 
and motivate others, then much of 
this subject matter is of concern 
to you. 

Its basic point is that each of us 
is a member of many audiences. 
Yet these audiences are different. 
Example: the man reading this re- 
view is part of a private audience. 


The man watching television is part 
of a “togetherness” audience. What 
you will accept as a private reader 
is vastly different from what you 
will accept from your television set, 
or a picture, or a poem, or a color, 
or a sign. 

Contributors include such people 
as Robert Graves, David Riesman, 
Fernand Leger and Gilbert Seldes. 
Worth looking at. E.S. 


© The View from the Fortieth Floor, 
by Theodore H. White; William 
Sloane Associates, New York, 468 
pages, $4.95 . . . This is a novel that 
will be of interest to anybody who 
has ever worked on a magazine, has 
ever bought advertising in a maga- 
zine, or has ever read a magazine. 

It is the story of a magazine pub- 
lisher who is trying to rescue two 
magazines, once — and still — pow- 
erful, but which are simply unable 
to keep up with the present-day 
market. The leader, a weekly maga- 
zine, was once a vigorous campaign- 
er, but has lost its image in the mind 
of the public. 

Mr. White shows an inside knowl- 
edge of the front office of such a 
publisher, and with the maneuver- 
ings that go on behind what is ap- 
parently a healthy business opera- 
tion. And he should, since he was 
on the staff of Collier’s when it col- 
lapsed, and has had a long career as 
a journalist and writer. In a fore- 
word, however, the author says that 
he has witnessed, from within, the 
collapse of three great publishing 
enterprises, and has watched close- 
ly still others, but that this novel is 
not a description of any single such 
event. 

It is nonetheless an absorbing nov- 
el, and could be read with benefit by 
anybody in any branch of the field 
of communications. R.B.K. 


e Acronyms Dictionary; Gale Re- 
search Co., Book Tower, Detroit 26, 
211 pages, $10 . . . The use of initials 
to stand for organizations or things, 
rather than abbreviations of full 
names, is not new. The Romans 
used SPQR, and since then many 
others have been adopted. The prac- 
tice took a spurt during the days 
of the New Deal, with its NRA as 
a starter. 

This reference book lists more 
than 12,000 acronyms. While hardly 
bedtime reading, there are some in- 
triguing bits included. More im- 
portantly, it is a useful reference 
book, especially for deciphering 
publications in fields not too fa- 
miliar to you. R.B.K. 
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The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year | 
for these exciting events. 


Attending, by personal 
will 
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typography is a craft* 


*an art, trade, or occupation requiring special skill, 
especially manual skill —The American College Dictionary 
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OLYMPIC 
SOUVENIR 


Direct from the Olympic Games 
IN ROME! 
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In the Mail . . . These are just a few of the materials sent to the press, radio and television by EWRR in its efforts to get American 
media to participate in the fund-raising drive to send the U.S. team to the international games in Rome. 


Olympian Public Service 


It takes money to send a team abroad and to a group of 
admen went the money raising assignment. 


By Ed Sachs by some 450 American athletes and 


AR Associate Editor 


When that determined Teutonic 
gentleman, Gaiseric, leader of the 
Vandals, wanted to invade Rome in 
455 A.D., it was a relatively easy job. 

First, he settled some minor 
squabbles in his camp, mainly a dis- 
pute between the Burgundians and 
the Goths over ownership of some 
women of Carthage. Then, he drew 
some money from _ petty cash, 
whistled for his horse and his hordes 
and off they all went for a rousing 
two weeks in Rome. 

A more recent Roman invasion, 


athletic officials, for the Olympic 
Games, was a much more complex 
affair. 

To finance this trip, $1,500,000 was 
needed from the American people, 
and to a small group of advertising 
people in Chicago, and their suppli- 
ers, it took a determined and con- 
centrated effort to raise the neces- 
sary funds. 


> Because so many people in sales 
promotion and advertising, with 
skills learned and perfected profes- 
sionally, are called on to spearhead 
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civic, religious and charitable fund- 
raising efforts, it may be of interest 
to detail the planning and work of 
this group. 

It all started in May, when the 
U.S. Olympic Assn. appointed Erwin 
Wasey, Ruthrauff & Ryan, Chicago, 
as coordinating agency for a special 
campaign to raise the necessary 
funds. The agency, which also han- 
dled promotion for the 1952 Olympic 
games, donated its services. 

The assignment fell to a EWRR 
group headed by Joseph Furth, vice 
president and account supervisor. 
By the time Mr. Furth had assem- 
bled the agency group he felt he 
needed, based on his experience in 
the 1952 campaign, he had the man- 
power usually assigned by the agen- 
cy to a million dollar account. 

Mr. Furth was aware that one of 
his first jobs was to acquaint the 
American media with the problem. 
Most Americans, if they gave the 
matter any thought at all, assumed 
that our country, long accustomed 
to having Congress allot large sums 
of money for any and all interna- 
tional programs, would pass a bill 
authorizing the spending of the 
money and the Olympic committee 
would pick up the check and shuffle 
off to Rome to the games. 


> Actually, our country has always 
had a rather casual approach to 
financing our participation in the 
Olympics. Early competitions on our 
part were financed by a group of in- 
dustry leaders. But as the tab grew 
larger, (only a half a million was 
needed in 1948 and three quarters of 
a million in 1952) it was felt by all 
involved that one group was being 
asked to carry too much of the fi- 
nancial load. 


> For various announced reasons, 
the Olympic committee decided to 
make its campaign an effort involv- 
ing the maximum number of people. 
A great deal of energy was placed 
in a drive to get dollar contributions 
from ordinary citizens. Announced 
thinking pointed to the benefits of 
an American team supported by all 
Americans, many of whom could 
give much more than one dollar. 

Unannounced reason was that the 
Olympic committee was afraid that 
if Congress picked up the check, in- 
dividual politicians might want to 
share in the trip. The Olympic com- 
mittee could foresee a congressman 
exerting pressure to get, say, a good 
pole vaulter on the squad when the 
boy’s best jump was several inches 
below the standards of Olympic 
competition. Would the committee 
have the power to resist such politi- 
cal pressures? The committee pre- 
ferred not to take the risk. 
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OLYMPIC HOUSE 
NEW YORK 16, N.Y. 


So deeply do the committee mem- 
bers feel about the threat of political 
pressures that quite often one of its 
members is dispatched to Washing- 
ton to convince some well-meaning 
member of Congress to withdraw 
his bill which would make financing 
the Olympic team a federal govern- 
ment project. 


> Mr. Furth and his associates quick- 
ly drew up a fact sheet pointing out 
that the United States Olympic 
Committee did not receive money 
from the government, from broad- 
casting rights or from ticket sales 
and concessions. It stressed that 
while federal appropriations had 
been made for the Chicago Pan 
American Games and the Squaw 
Valley Winter games, this money 
was used to prepare physical facili- 
ties and to pay transportation costs 
to and from Chicago for athletes 
from South and Central America. 

It also included a statement on 
why it ws-.s important that the United 
States participate in the Olympic 
Games, perhaps in anticipation of 
protests from some non-sports-lov- 
ing quarters that financing bulky 
young men to run around a stadium 
in track suits was hardly a project 
that advanced our national purpose. 

This answer stated: “Eighty-three 
nations have declared their inten- 
tions to participate at Rome. What 
would the nations of the world think 
if we did not participate, deliberate- 
ly or for lack of funds? In addition, 
certainly our athletes, many of them 
the finest in the world, are entitled 
to their right to participate. To 
quote H. F. Johnson, chairman of 
S. C. Johnson & Sons Inc., ‘The 
Olympic Games are an important 
aspect of our relationship with the 
world and in the eyes of many na- 
tions the measuring standard of our 
national strength’.” 


> To give impact to the campaign, in 
which many were being asked to 


give a little instead of a few being 
asked to give a lot, Mr. Furth 
thought some added incentive was 
needed. He decided on sending a 
souvenir Olympic postcard to be 
postmarked and mailed direct from 
Rome to each contributor of $1 or 
more who asked for one. The card is 
autographed by the leading mem- 
bers of the U.S. squad and bears an 
official Italian Olympic commemora- 
tive stamp. Not only is the card a 
historical souvenir but it is also a 
valuable addition to the collections 
of stamp fanciers. 

(At this writing, some of the de- 
tails of this postcard venture are 
still not settled. It is expected that 
between 50 and 75,000 of them will 
be mailed. It is hoped that Italian 
school children can be enlisted to 
handle the addressing and stamp- 
ing.) 

With the postcard and the fact 
sheet, the EWRR group was ready 
to begin the fund raising efforts. 


> First of all, it prepared kits for 
media . . . newspapers, radio and 
television. Before sending them out, 
it was decided for several reasons 
to attempt to give the whole project 
a climate of approval. Here was the 
thinking: 


® Many media have firm policies 
against donating space or time for 
public efforts, no matter how worth 
while they may appear to the spon- 
soring organization. If a publisher or 
the station owner donates space or 
time to cancer prevention or new 
hospital funds, he can expect im- 
mediate demands from people who 
want better bird bathing facilities, 
the people who want to build homes 
for indigent house painters, and 
worse. 

To say yes to one and no to an- 
other is to place one in the same 
position as the gentleman who told 
his mother-in-law that she wasn’t 
fit to eat with pigs. From that point 





no matter how he’d modify, change 
or hold to the position, the gentle- 
man is in trouble. This is somewhat 
the situation of many newspapers 
and stations. The answer is no to all. 
Attempting to take their campaign 
out of the “all” classification for 
those who were asked to contribute 
space and time and placing it in the 
“unique” became an objective. 


@ There had to be clear understand- 
ing by the public that Uncle Sam 
was not picking up the tab, that 
the Russian government and some of 
the others were financing their 
teams and that this campaign had 
additional meaning, “unique” mean- 
ing to all who were asked to donate 
money. 

Great assistance in building this 
climate came when several publica- 
tions serving media, including Edi- 
tor & Publisher, Advertising Age, 
Printers’ Ink and others ran ads in 
mid-summer supporting the cam- 
paign. 

The headlines were a 514” single 
word “Help!” The period at the bot- 
tom of the exclamation point was in 
the shape of the Olympic symbol. 

The relatively brief copy pointed 
out the problem: 

“Without adequate funds, the 
U.S.O.C. can’t take all of our ath- 
letes to Rome. And we can’t afford 
to lose to Russia. We can’t afford to 
lose too badly. It would be a dam- 
aging blow to our pride.” 

The ad ended with this plea: 

“We urge you to utilize the mate- 
rial and to contribute space and 
time to this worthy and worth while 
cause in the interest of public serv- 
ice.” 


> The kits were then issued. This in- 
volved the purchase of some $25,000 
worth of materials. John H. Mc- 
Comb, vice president and production 
director of the EWRR group made 
telephone calls to all his regular 
suppliers, explained the situation 


and the suppliers all reported they 
would donate their services. 

At this point, national magazines 
posed a special problem. This type 
of medium works so far ahead that 
some who wanted to participate 
couldn’t because of early closing 
dates. Still the EWRR group made 
an effort and when the effort was 
completed, 41 magazines represent- 
ing over 30 million circulation, do- 
nated some $65,000 worth of space 
to the effort. 

The committee mailed out the 
kits. They went to 1,351 newspapers, 
1,400 radio stations and 50 televi- 
sion stations. A complete report on 
participation is not yet available but 
at the time of this writing, the 
EWRR group could report that they 
had had a 13% favorable reply from 
all kits mailed, a figure that far ex- 
ceeded their expectations. The 
newspapers, radio and_ television 
stations which have already signified 
their cooperation blanket the coun- 
try. 

What pleased the EWRR group 
was their feeling that in addition to 
asking the media to contribute time 
and space, there was an implication 
that in featuring Olympic Game 
material, the stations and newspa- 
pers were, in effect, endorsing the 
project, a factor that might prove to 
be a negative one. It didn’t and the 
EWRR group has many enthusi- 
astic letters from newspapers and 
stations promising widespread use 
of the materials. 

The newspaper kits contain several 
ads in assorted sizes from pages to 
200 lines, letters soliciting support, 
promotional suggestions and gener- 
al information on the Olympic 
movement. An ad mat order blank 
accompanied the kit. 

(One by-product of the kit was 
given the committee by Al Ridding- 
ton, sports editor, Beatrice Daily 
Sun, Beatrice, Nebraska. He wrote a 
column from materials in the news- 
paper kit. The EWRR group re- 


printed it and has circulated it to 
many newspaper sports editors.) 

The radio kit includes the over- 
all promotional data plus several 
scripts in different lengths. An elec- 
trical transcription, narrated by Jack 
Brickhouse, Chicago sportscaster 
who donated his services, was also 
included. 

The television kit contained most 
of the same material as the radio 
stations with the exception of a 30- 
second commercial. In addition a 
film clip, depicting highlights of the 
1956 games, was sent to the 100 top 
tv stations of the country. 

All media kits carried a reproduc- 
tion of a “Certificate of Appreci- 
ation” which the Olympic Commit- 


‘tee plans to send to every newspa- 


per and radio television station con- 
tributing time and space to the cam- 
paign. The actual certificates are 
9x12”, in three colors, of parch- 
ment paper, and are inscribed with 
the name of the organization or in- 
dividual making the media contri- 
bution. 


> The kits went out in white en- 
velopes carrying the Erwin Wasey, 
Ruthrauff & Ryan logo. The Furth 
group felt that it carried more im- 
pact with media, who after all, ac- 
cept advertising as a part of every 
day business activity, rather than 
the Olympic Committee logo. On 
the outside of the envelope appeared 
the word “Help!” with the Olympic 
logo at the bottom of the exclama- 
tion point. 


> The announcement letter in the 
kits was printed on the letterhead 
of the 1960 Olympic Businessman’s 
Committee which listed executives 
from such industrial giants as Gen- 
eral Mills, Goodrich, Du Pont, Fire- 
stone, Pepsi-Cola, International 
Harvester, several publishers and 
one of the top officials of a major 
network. It was felt that this letter- 
head added prestige to the fund 
raising drive. 

More care was given to the pre- 
paring of the kits than to any other 
aspect of the campaign. On large 
commercial accounts with big budg- 
ets, the creative people have many 
opportunities to tell their stories. On 
a campaign where time, services and 
materials were donated, this first 
contact with the media had to be the 
last one. If the kits could not sell 
the virtues of the project, there 
would be no chance to sell the sec- 
ond time. There was neither the 
money nor the time for a second 
try. 

And from all reports on fund 
raising activity, the second time is 
not needed. It looks as though the 
campaign will meet its goal. 44 
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Elegance ... charm... glamour. . . dignity . . . distinction—PARCH- 
TEX has them all! That’s why so many printers and advertisers are 
choosing PARCHTEX, with its luxurious appearance of fine parch- 
ment, to set their printed pieces above and apart from the ordinary. 


Whatever the job—be it a single-color letterhead or a big, multicolor 
brochure—PARCHTEX< provides the impressive touch that wins sales 
and influences customers. Try PARCHTEX yourself! You'll be de- 
lighted with its rich, velvet-textured look, and the ease with which it 


oar Your Sorg distributor performs in both pressroom and bindery. 

will be happy to furnish you with a istri i 

PARCHTEX Swatch Book showing Ask your Sorg distributor for the new PARCHTEX Printed Samples 
the full line of sizes, weights, and colors 


Portfolio, and for sample sheets of PARCHTEX in both the 24 Ib. 
carried in stock, 


text weight and 65 lb. cover weight, in Green, Blue, Pink, White, and 
Natural. Phone him today! 


j © Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX + LEATHER EMBOSSED COVER + PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING «+ TENSALEX 
GRANITEX « PARCHTEX 
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A unique visiting program 
gives one huge company 
customer contacts that 
build, warmth, friendship 
and sales. 


Visiting VP’s . . . Divisional Manager C. Olaf Talla (left), President Hall and 
friend pose for a picture during downtown Detroit visit in wagon. 


A Company President Hits the Road 


By Haviland F. Reves 


The unfamiliar clatter of horse- 
shoes on the pavement brought 
housewives to their front windows 
in a quiet residential neighborhood 
of Detroit, as the old-time peddler’s 
wagon came down the street. In the 
driver’s seat was a distinguished- 
looking gentleman, who brought Old 
Dobbin to a stop before a home, 
stepped down, and walked up to 
ring the doorbell. 


Shop Talk . . . President Hall chats with lady shoppers about 
Kroger store operations to find out customer likes and dislikes. 


The sign on the sides of the little 
wagon said simply “B. H. Kroger— 
Groceries.” The driver was Joseph 
B. Hall, president of the country’s 
third largest supermarket chain, 
who came up from Cincinnati to 
inaugurate Kroger Calls—a unique 
program in personalized public re- 
lations. 


> It originated when Kroger intro- 
duced the Personal Word Guarantee 
—a guarantee of satisfaction with 


products purchased, backed by the 
word of the individual store man- 
ager. Most customers view a big 
company as just that—an imperson- 
al giant. But this chain was seeking 
to introduce a new and very per- 
sonal element into their merchan- 
dising transactions. 

“We actually guarantee all the 
purchases in our stores—and we 
wanted to put some ‘blood and guts’ 
into a statement of guarantee,” says 
C. Olaf Talla, manager of the 101- 


Home Call . . . Personal visits were important part of program. 
Here, President Holl talks with housewife and daughter. 
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store Detroit and Eastern Michigan 
Division. So Mr. Talla’s division de- 
veloped the idea of bringing the 
store executive to the customer’s 
doorstep, reversing the universal 
procedure in supermarkets of hav- 
ing the customer meet the staff only 
at the store. The program was ex- 
ecuted under the direction of James 
A. LeRoy, advertising and sales pro- 
motion manager. 

All executives participated—divi- 
sional manager, buyers, controller, 
store managers and key department 
managers. Each was assigned 100 
calls, selected at random through 
the 5,000,000-population market 
area covered by the division. With 
300 executives driving from one 
house to another on their lists (se- 
lected by a standard mail order 
source, used in regular Kroger di- 
rect mail), 30,000 home calls were 
made in the four days (Tuesday 
through Friday) of the program. 
When no one was at home, the call 
was made next door, so that the 
quota would be filled. 

A preliminary campaign was used 
—announcements of the Kroger 
Calls program were made in all reg- 
ular advertising for the week in 
advance, including newspapers, di- 
rect and house-to-house distribu- 
tion, and the air media, This pre- 


pared the housewife to receive the 
caller. 


> The horse-drawn wagon with 
President Hall aboard was used at 
the start—and drew excellent pub- 
licity and art in the local press. This 
further helped to get the program 
off the ground, and doubtless many 
were disappointed when their call- 
ers arrived prosaically by car. 
The novelty and surprise of a 
visit from the grocer—who might be 
a top executive, including the na- 
tional president himself, was the key 
factor in the public relations aspect 
of this program. It was backed by a 
small gift and an opportunity to 
qualify for gift stamp certificates. 
The emphasis in the whole program 
was upon human relations—the 
store manager going out to meet the 
people who might come into his 
store. The calls were not selected as 
to customers. There was no way to 
do this effectively, since supermar- 
kets do not usually have a list of 
their patrons, of course. The caller 
might find an old friend, or one who 
had never been in a Kroger store. 


> A general briefing was given in 
advance to the men making the 
calls. The division office executives 
were each assigned to work out of a 
specific store. No set formula of in- 
terview was insisted upon, though 
a general format was suggested, to 
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be varied according to the personal- 
ities involved. 

The callers were instructed to tell 
the housewives they called upon 
about the new guarantee and its 
importance in their food merchan- 
dising. This was the direct objective 
of the whole program, and the 
Kroger Calls effectively presented 
a personal theme in a very personal 
manner. 

Reciprocally, the cailers sought to 
find out what the customers do and 
do not like about Kroger, what they 
want in supermarkets, whether in 
products handled or sales techniques 
and devices, how the stores’ service 
to customers can be improved. This 
was a valuable piece of customer 
research which brought out some 
interesting results, which were care- 
fully collated and studied by the 
management. 


> Occasionally the housewife was 
not at home. In some 3,000 cases, the 
callers had to go next door, but a 
few times, the husband would be at 
home, and they would talk to him. 
Surprisingly, the husbands seemed 
to be as interested as the wives— 
evidence that today’s food shopping 
has become a family affair. 

People generally were surprised, 
pleased, and flattered. There were 
no unfavorable receptions in all 
these calls, though many of course 
were to those who were not Kroger 
customers at all. They learned about 
the company’s determined policy to 
create a friendly public image of it- 
self through this unusual means, 
and certainly talked about the un- 
usual visit with their friends and 
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for 


neighbors. People treated the ex- 
ecutives on a friendly basis—one 
woman kept President Hall waiting 
on the porch like any door-to-door 
salesman. 


> “I think it was a great demonstra- 
tion of the part of our store man- 
agers, to actually put some teeth 
into the statement of our new per- 
sonalized guarantee,” Mr. Talla 
sums up and evaluates the results 
of the whole program. “They went 
out and talked to people on their 
own grounds—in their kitchens or 
on the porch. 

“When you do that, they really let 
you have it frankly—if they don’t 
like the way you are operating the 
store, they will tell you. About 99% 
of the comments were favorable, but 
we received our share of criticism 
and complaints, which we were 
really looking for. A compliment 
does us no good, but a criticism of 
some part of our store enables us to 
correct a situation. 

“One of the most amazing things 
was that we received so few mixed 
reactions. Many didn’t have a single 
unfavorable reaction. Even among 
those who made criticisms, all liked 
some things we were doing.” 

And President Hall rounded up 
the whole unique experiment in 
public relations—“In this program 
the grocery business, which started 
out with the grocer making house- 
to-house calls to take orders, came 
full cycle to re-establish friendliness 
even in these days of self-service 
shopping in huge supermarket 
stores.” 44 


DIRECT ADVERTISING 


Subscription Coupon 


American Medical Assn. reports a considerable increase in sub- 
scriptions to ‘Today’s Health” after inserting order cards in the 
publication. Six coupons were inserted in each reception room 


issue, starting with July, 1959. Results ranged from 2,588 orders for 


your 


Idea 


the July issue to 8,928 for January, 1960. Total number of paid 
subscriptions (discounting unpaid orders which had to be can- 


celled) has reached a total of over 60,000 throughout this period of 


coupon insertion. 


Album 


DIRECT ADVERTISING 


New Agency Announcement 


A series of mailings featuring dramatic simplicity has brought 
high response for Albert Jay Rosenthal & Company, Chicago. The 
series — used to announce the formation of the new agency — 
used one word on the cover of each of the first four mailings. The 
fifth, and last, in the series repeated all four with copy reading: 
“Creativity, Wisdom, Integrity, Knowledge, Imagination.” The com- 
pany name, logo, and address were featured on the inside of each 


mailer. 
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Olympian Effort . 


. . Two million of these pieces went out to 
Sports Illustrated prospects. Address stickers were made out 


in Chicago, copy and art done in New York, printing and as- 
sembly in Verona, and they traveled via the Leonardo da Vinci. 


PRINTING AND MAILING 
FROM OVERSEAS 


Sports Illustrated 
intrigued sports lovers 
with a colorful mailing 
with an international 
flavor. 


Many an American company has 
mailed to prospects from Europe, 
but there has perhaps never been a 
mailing so large or so intimately in- 
volved in European customs, rea- 
sons and backgrounds as the recent 
promotion mailing of Sports Illus- 
trated to 2,000,000 Americans, urg- 
ing them to see the 1960 Olympics 
through the pages of that weekly. 

The tie-in was a logical one, and 
the SI promotion staff took every 
opportunity to gain the greatest pos- 
sible advantage from it. 


Item: each mailing carried an Italian 
Olympics commemorative stamp. 


Item: the cancellation was that of 
Rome, site of the current Olympic 
games. Item: shipment was made on 
the maiden voyage of the “Leonar- 
do da Vinci,” Italy’s latest luxury 
ocean liner. Item: a special cachet 
called attention to the carrier.Item: 
The copy of the sales letter started 
with a sentence in Italian. 

Put them all together, and they 
result in a brilliant mailing piece, 
one that presented more than its 
share of problems, and one filled 
with ideas that might easily be 
adapted to other companies, with 
other products, that could benefit 
from such imaginative thinking. 44 
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FREE 


IDEAS FOR 
BUILDING SALES! 


VUE-MORE: ‘ew vert: 


Rush a copy of your new Catalog. 


Company 
Address 


GE de dees ic omewed ii. ovics 
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New York . . . Around a table in Sports Illustrated’s home office sat a group of men 
and women. The idea of a mailing of special character had been conceived; here were 
the people who could implement it. In the usual order were David Agnew, vice-presi- 
dent, Dillon-Agnew Associates, experts on handling foreign mailings in both directions; 
For Sl: Joan Throckmorton, circulation promotion manager, and Robert Cowin, circula- 
A terrific new tion director; Pat Saunders, of Sl’s circulation production, joined her two colleagues 
a2 ae from the magazine. Hugh Gigante, public relations representative of the Italian Lines, 
line of VUE- was there to keep an eye on problems that involved the Leonardo da Vinci. Finally, 
MORE display Mrs. Natalia Denesi Murray, the New York representative of Alberto Mondadori, 
turntables and printer of Verona, Italy, selected to produce the mailing, looked after the production 
BREVEL —- end of the project. This was the key team that put the mailing together. 
tion motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QuiET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATULE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel motors Chicago . . . The address stickers were prepared in the Time-Life subscription service 
are designed for maximum power and division in Chicago, using 12 IBM 403 addressing machines, to handle a total of 
a co gaat oe sae 2,000,000 names from six different source lists. The continuous form gummed label 
Write today for details. ae used a special adhesive which was designed not to absorb moisture during the trip to 

Italy. To make things easier in Verona, two edges of the form were trimmed in Chi- 

VUE-MORE CORPORATION cago. This also saved air freight costs, of course. 

er ree te Before running off the labels, the names were placed in mail sequence, which re- 


quired 700 clerk hours. The actual addressing took a total of 600 machine hours. 


eI 
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Why do the “blue chips’ choose Sheaffer 
for premiums or advertising gifts? 


These leaders of industry know it pays lasting dividends 
to give their customers a gift that shows it was selected 
with care...one that will be appreciated and used 
day after day, providing a constant reminder of them and BIBB e 
their services. And, they also know that one good name f eye netted 
deserves another; when they imprint theirs on a Sheaffer, 
they know they’ve given the best. 
Sheaffer Pens and Pencils are designed to make ideal gifts, 
regardless of the size of your budget. Clip and mail 
the coupon below and we will have a Sheaffer 


representative contact you to show the entire line and © 
discuss details and prices. 


(TORY 


Westinghouse 


Cartridge Fountain Pens 
Fill with handy cartridges 
of Skrip writing fluid you 
carry in pocket or purse. 


New Thin Pencils 

With new spiral grip 

for writing ease. 

Sleeve tip stops lead 

breakage. Mr. Hugh C. Green, Specialty Sales Manager, Dept. AR-3 
W. A. SHEAFFER PEN CO., Fort Madison, lowa 


Please have a Sheaffer representative contact me to discuss details and prices. 
This request does not obligate me or my firm in any way. 
Start instantly. The only 
ballpoints that write with NAME 
world famous Skrip ball- ' 


point fluid. ADDRESS 


©1960, W. A. SHEAFFER PEN CO., FORT MADISON, IOWA. SHEAFFER PEWS + MAICO WEARING AIDS 
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Are yeas ee be 

Ist CLASS POSTAGE for 

3rd CLASS Tatil 
é 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


WZ 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 





DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 30 YEARS 


Chr meee te hie ly 
LETTER & MAILING 
SERVICE 


MARIE 
DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing °¢ Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


a Leer Mtb tu 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 
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Verona . . . The program then shifted to one of Italy’s oldest and loveliest cities, 


Verona, on the river Adige. In contrast to the old and traditional architecture is the 
modern printing plant of Arnaldo Mondadori, which works in all the media of pubish- 
ing from textbooks to juveniles, including ‘’Epoca,”’ the Italian counterpart of ‘‘Life.’’ 
Its modern main entrance symbolizes its approach to design and the 20th century. 


“a 
. . The job is studied by Dr. Sergio Polillo, general manager of the Mondadori 
company, and John Dillon, European representative of Dillon Agnew. They are ex- 
amining a progressive proof of the brochure that had been prepared in New York. The 
S| people did the original design and artwork, then made up two sets of separation 
negatives, which, along with proofs, were forwarded to Italy. 

Additional instructions were forwarded Mr. Dillon by tape recordings of discus- 
sions held in New York by his partner, David Agnew, with Sports Illustrated people. 


Verona . 


Verona ... As the 
press sheets came 
off, they were ex- 
amined by Monda- 
dori management 
and workmen, as 
well as by John Dil- 
lon, who brought his 
knowledge of accept- 
ability to the Amer- 
ican audience into 
play. 





Verona . 


. . In a special assembly shed set up at the Mondadori plant, the address la- 


bels were pasted onto the envelopes, the letter and the reply card were inserted, the en- 
velopes sealed, stamped, cancelled, tied in bundles, packed in sacks, and loaded in box 
cars. All stuffing and sealing was by hand, with a crew of 200 young Italian girls, 


especially employed for the job. 


Verona .. . A special effort was made to 
see that the mailing met the most strin- 
gent requirements of the U. S. post office, 
especially in the way the pieces were 
sorted by city and zone. To make sure 
that this was handled properly, Florence 
Leighton (standing) of Dillon Agnew, 
made a special trip to check on the proc- 
essing. 


Verona .. . As the deadline approached, 
the bags piled up, more than 2,200 of 
them, weighing about 60 tons, and oc- 
cupying six or seven freight cars. 


Genoa .. . At last the bags reach the 
dock at which the bright, new liner, 
“Leonardo da Vinci’ is awaiting orders 
co sail on its maiden voyage. 


Verona . . . Bundle by bundle, the letters 
piled up. The cancellation was done by 
two Italian post office clerks who came 
up from Rome with their own cancelling 
machine, and processed all 2,000,000 
pieces. This made it unnecessary to ship 
the entire mailing from Verona to Rome 
for cancelling, and then back up to Ge- 
noa, only a few miles away. 
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Knoxville & Gatlinburg, 
Tennessee 


The annual Plasti-Line 
Sign. Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark | identification 
at the point-of-sale. This 
is the 10th consecutive year ~ 
for these exciting events. 


Attending, by personal 


sions 
o . 
Success 


pleasti-lime inc. 


Knoxville. Tennessee 
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By C. Arthur Hemminger 

Vice President and Public Relations 
Director 

First National Bank in St. Louis 


It is paradoxical but true that 
banks and other financial institu- 
tions are among the nation’s largest 
and most successful users of direct 
mail advertising, even though rela- 
tively few of their services are 
ideally suited for mail order mer- 
chandising. 

This statement seems to be anom- 
alous, but it is nevertheless a fact 
that three of the essential elements 
that go into a good mail order 
proposition are conspicuously ab- 
sent in banking: 


1. The service or merchandise be- 
ing offered for sale should not be 
readily available at regular retail 
sources. (That’s why magazine sub- 
scriptions and muscle-building 
courses are usually sold by mail 


This article is adapted from a speech made 
before a dinner held on Direct Mail Day 
in St. Louis. 
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while chewing gum and cigarets are 
almost never sold in this manner.) 


2. A good mail order proposition 
should have an expiration date. In 
other words, the appeal “act now 
while the supply lasts” or “before 
the price goes back to normal” is 
needed to inspire immediate action. 
(Banking services, with few excep- 
tions, are not seasonal and “hurry- 
ups” can’t be used.) 


3. Mail order merchandise usually 
should carry a mark-up that will 
yield a reasonable profit on a nor- 
mal return of two to three percent. 
(The banking industry operates on 
a low profit margin and therefore 
cannot anticipate a profit on the 
basis of a normal mail order re- 
sponse.) 


In the light of these facts, you 
might ask why banks are consistent 
users of direct mail advertising? 
The answer lies in the fact that 
banks use direct mail for dozens of 
purposes — few of which are di- 
rectly related to selling. 

in fact, the latest survey con- 


ducted by the Financial Public Re- 
lations Assn. indicates that nation’s 
banks will have spent approximately 
$145,000,000 for advertising in 1959 
and that direct mail will account 
for roughly 25% of this. And in the 
American Bankers Assn.’s survey 
of advertising media used by mem- 
ber banks, direct advertising, in- 
cluding calendars and _ specialties, 
rated 4,500 mentions as compared to 
2,846 for newspapers, 2,554 for win- 
dow and lobby displays, 1,448 for 
radio, 881 for outdoor, 315 for tele- 
vision, 178 for magazines and 169 
for car and bus cards. 

These figures are astonishing — 
but we must remember that they 
include returns from many small 
banks that are naturally not ex- 
tensive users of television, radio, 
magazines and other media more or 
less indigenous to metropolitan 
areas. 

The figures for direct mail might 
have been even higher were it not 
the practice of banks to exclude 
from their advertising budgets many 
forms of communication (such as 
the annual report to the stock- 





Special Letters . 
markets, 


. To reach special 
individual letters, aimed at 
the specific market, are sent out. 


holders) which actually constitute 
direct-by-mail communication. 


> One of the reasons why banks are 
extensive users of direct mail is, of 
course, the fact that banking is a 
highly personalized business. 

With this in mind, most banks 
today have extensive sales pro- 
grams which involve personal calls 
at the offices and plants — and 
even at the homes — of customers 
and prospects. But to provide the 
amount of manpower necessary to 
maintain constant personal contact 
with every customer and prospect 
is obviously impossible. 

Therefore, the banks must also 
depend on the mails to introduce 
new services to present customers, 
to seek new customers, to establish 
and maintain institutional character, 
to explain changes in services and 
policies and to carry on 1,001 other 
necessary communication chores 
that cannot possibly be done on a 
person-to-person basis. 


>’ Lots of our material, for example, 
is of a “cordial contact” nature. Cor- 
dial contact letters, you may recall, 
were christened by Jack Carr, 
whose forte was the folksy type of 
letter that seldom if ever asked di- 
rectly for an order. 

Mr. Carr contended that 1,000 
such letters mailed once a month 
for twelve months would produce 
at least 142 replies. Over a five year 
period he would have heard from 
at least 700 of the people on his 
original list. 

Much of the material produced 
by our own and other banks comes 
under the heading of what the late 
George Burton Hotchkiss described 
as “service” copy. 

“Service copy,” Mr. Hotchkiss 
said, “is copy that explains the uses, 
conservation and care of the prod- 
uct to gain the maximum service 
from it.” 


This kind of copy, I believe, 


should figure prominently in bank- 
ing direct-by-mail efforts. 

A high percentage of our present 
customers, as well as the non-cus- 
tomers who make up our market, 
do not use the services we have to 
offer for the good and sufficient 
reason that they don’t understand 
the nature of these services or their 
potential benefits. 

Thus, copy that does not attempt 
to argue with the prospect but per- 
forms a service for him instead is 
likely to hit the mark. 


> The service copy mailings pre- 
pared by First National Bank in 
St. Louis range all the way from 
the booklet, “1003 Household 
Hints,” down to some very factual 
material on government securities, 
foreign exchange rates, and regula- 
tions governing the use of commer- 
cial banks as depositaries for with- 
held taxes. 

One of the more popular items in 
this series is “Banking for Busy 
Women,” which is primarily in in- 
formative publication with just a 
little sell in it. 

“Why Making Out Your Own 
Deposit Ticket Makes Good Sense” 
is completely informational — but 
it helps our tellers deal with people 
who insist on having their tickets 
made out for them. 

“How to Balance Your Checking 
Account” is a publication well worth 
studying. In fact, if everybody were 
to study it, we probably would not 
have much of an overdraft problem. 

“Why Service Charges” was writ- 
ten in self-defense. It saves a lot of 
time that otherwise might be spent 
in arguments. 

A list of our first floor facilities, 
Cardinal baseball and Muny Opera 
schedules, bank-by-mail instruc- 
tions, mailers stressing the impor- 
tance of having your home fully 
insured and a form for recording 
essential facts about your estate 
and personal documents are some 
of the other examples of “service 
copy” in our catalog of non-selling 
— or at least “soft selling” — direct 
mail pieces. 


> Still another purpose for which 
banks can use direct mail profitably 
is as an adjunct to public relations 
programs. 

Our own bank’s most extensive 
venture in this field came in 1956 
when we celebrated our one hun- 
dredth anniversary. 

On that occasion — with the as- 
sistance of the Missouri Historical 
Society — we issued an 84-page 
publication, “St. Louis: A Fond 
Look Back.” 

This book mentions the bank only 
incidentally and in a most casual 


Are “hidden costs” 
UPPINE your 
envelope expenses? 


Invoice cost and actual cost 
may be poles apart if you're 
using envelopes that don’t per- 
form properly. Stuck flaps and 
windows... jam-ups on the in- 
serting machine... clogging of 
the postage meter are some of 
the ways poorly made enve- 
lopes can skyrocket your orig- 
inal envelope costs. 


That’s why so many cost-wise 
buyers won't settle for any- 
thing less than Tension En- 
velopes. They’ve found that the 
spoilage and time-consuming 
problems that they’ve always 
taken for granted with ordi- 
nary envelopes just don’t occur 
with Tension products. Be- 
cause of uniform quality and 
trouble-free performance, the 
invoice price of a Tension En- 
velope is the net price with- 
out extras. 


Want to see how Tension En- 
velopes can cut your mailing — 
costs? Send the coupon below © 
for FREE Envelope Idea Kit! 


TENSION ENVELOPE Corp. 
815 East 19th Street a 
Kansas City 8, Missouri bd 


Kansas City * St. Louis » Ft. Worth  « Memphis 


Minneapolis Des Moines So. Hackensack 


Tension Envelope Corp. / 
815 East 19th St. 
Kansas City 8, Mo. 


. Please send me FREE 
Envelope idea Kit No. 
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Company <@______so 
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City____““iauag” state 


September 1960 + QJ ° 37 





PLAN ANOTHER 
PROMOTION UNTIL 
YOU'VE READ THE 


; 


ie 


Plastichrome story — SEND FOR 
FREE MERCHANDISING IDEA KIT today! 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Mass. 


THE WINNAHS! 


IN BRODIE'S 
SILLY SLOGAN CONTEST 


Barney Kingston 
Phyllis Ward 

J. Mitchell 

J. Richard Merkel 
Robert Gardner 
Harold Cowen 

C. N. Cahill 
Patricia Konopacke 
H. Clifton Morse 
Joan Strawbridge 
Harriet Goldstein 


Copy and art will come later. Right now, 
we're busy doing lotsa’ work for lotsa’ 
customers. 
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way. The real hero is, of course, the 
city of St. Louis and its progress 
over the years. 

This publication was widely dis- 
tributed to leaders in all fields 
throughout the community and was 
made available on request to any 
one who wrote for a copy. The first 
edition, printed by the sheet-fed 
gravure process, cost around $1.50 
a copy to produce. The second edi- 
tion — made from the same films 
but printed by rotogravure—cost 
around 30¢ a copy and was even 
more widely distributed. 

Fifteen thousand copies were 
given to the Missouri Historical 
Society where they are sold for the 
benefit of the Society’s maintenance 
fund. The bank was deliberately de- 
emphasized in this publication; but 
it paid off handsomely in terms of 
favorable editorial comment in local, 
regional and national publications. 


>» At about the same time, we pub- 
lished another booklet, “The New 
First,” which was intended specifi- 
cally to call attention to our newly 
remodeled banking quarters — a 
$7.5 million project which was our 
way of expressing confidence in the 
future of downtown St. Louis. 

These two public relations mail- 
ing pieces — combined with a gift 
of $100,000 shared equally by St. 
Louis University and Washington 
University — constituted our way 
of saying thanks to the community 
for helping our bank to grow and 
prosper over the period from 1857 
to 1956. 

By utilizing these devices, we 
were able to avoid the flamboyant 
and expensive open houses, parties, 
and clambakes usually associated 
with events of this kind. 


> Banks, of course, also use direct 
mail for market research purposes. 
Not so long ago, First National Bank 
in St. Louis felt that its parking lot 
situation was perhaps not adequate 
for the needs of customers. Accord- 
ingly, a simple questionnaire was 
developed to determine whether 
customers were being adequately 
served, how they liked the service 
they were receiving and what addi- 
tional facilities might be needed. As 
a result of our findings, we now 
have six parking lots. We had only 
one at the time of the survey! 


> We also use direct mail for list 
cleaning, for attempting to reactivate 
dormant accounts and to get reac- 
tions to new services as they are 
introduced. 

Right now, for example, we're 
making a spot check by mail of the 
users of our new revolving loan 


Speciai Bookieis .. . | he purpose of these 
determine their copy approach and their 
format, varying from the formal to the 
very casual and light. 


service for individuals in order to 
find out how they like it and what 
bugs, if any, they have discovered. 

Incidentally, we are asking the 
satisfied users to suggest others 
who might be interested in opening 
a Ready-Credit Account. As a 
“bribe,” customers who reply get 
a copy of our map of metropolitan 
St. Louis — which is itself another 
useful direct mail item. 

Maps are also mailed to every 
newcomer to the St. Louis area, 
together with a booklet describing 
our services and a checklist on 
which the newcomer is invited to 
set forth his banking needs. Re- 
sponses to the mailing are followed 
up with personalized letters and 
booklets describing the services 
mentioned. 


> Frequently we find a need for 
tailor-made direct mail pieces to 
meet specific requirements of in- 
dividual customers. 

Several years ago, for example, 
when we merged the United Bank 
and Trust Company into the First 
National Bank in St. Louis we were 
faced with the problem of letting 
United customers know where the 
officers they dealt with would be 
located following their overnight 
move from the United to the First. 

For this purpose, we devised a 
folder containing a floor plan of 
First National Bank on which we 
indicated with a star the location 
of the desk of the individual officer 
involved. These were sent out with 
personal letters from the officers to 
customers they had been serving as 
members of the staff of United 
Bank. This and other similar mail- 
ings greatly reduced the attrition of 
accounts which normally accom- 
pany a bank consolidation. 


> We used a similar device a little 
later when we went from month- 
end statements to cycled statements. 
Each customer received an advance 








NOW IMAGINE YOUR STORY ON ALCOA FOIL 


Chalk this up as gospel: your advertisement printed on Alcoa® 
Foil will top all your previous records for visibility and 
readership. No guesswork. The reader can't miss a foil page 
(as you didn't miss the other side of this). A foil page sparkles, 
lights up . . . stirs any latent impulse to buy, ask questions. 


Don't stop with space advertising. Alcoa Foil is a versatile 
printing surface .. . stimulating in packaging, spectacular on 
outdoor boards ... a sure escape from the humdrum in mailing 


pieces, point-of-sale displays, brochures, annual reports, 
publication covers. 


Alcoa Foil takes process or solid colors, any number 
transparent or opaque inks .. . line or halftone. At your command 


is an infinite range of colors by overlapping transparent inks. 


Emboss foil-—-broad area or fine work—as much as 1/16 in. 
Choose a shiny or satiny surface by laminating either dull or 
shiny side of foil to the backing paper. Or use aluminum 
inks on the shiny side for a bright-dull effect. 


This insert is .00035-in. aluminum foil backed on 60-lb, 


one-side-coated stock, equivalent in bulk to about 80-lb 
publication book enamel. 


Many printers today are skilled with foil. They employ every 


known printing method, use standard printing equipment at regular 


speeds. Stock can go through the press any number of times. 


If you're looking for more impact in print, ask Alcoa for more 


information about aluminum foil. Write Aluminum Company of 


America, 1672-J Alcoa Building, Pittsburgh 19, Pa. 


INDUSTRIAL FOIL 





notice of the new plan on which 
his particular statement date was 
circled in red. 

The same brochure explained how 
the cycling plan benefited the cus- 
tomer and de-emphasized the fact 
that the bank found the plan a 
necessity in order to distribute 
workloads more evenly throughout 
the month. 


> Still another use for direct mail 
is the merchandising of advertis- 
ing-in-print. 

First National Bank in St. Louis 
for a number of years has sponsored 
advertisements in national maga- 
zines with the objective of promot- 
ing St. Louis as “a great place to do 
business.” 

These advertisements are regu- 
larly mailed ia folder form to ex- 
ecutives of leading national and 
local firms and we have used them 
on two occasions as the basis of 
what I fondly believe are impres- 
sive booklets spelling out specific 
advantages offered by St. Louis, 
with its virtually limitless potentials 
for business concerns seeking new 
plant and office locations. 


> From this you might gather that 
our bank makes little or no use of 


Idea Art Introduces 
Show Window Envelopes 


A new line of window envelopes 
for advertising or promotional mail- 
ings has been added to the Idea Art 
line of pre-printed mailers. 

These Show-Window envelopes 
are approximately 9x4” in size with 
front windows that measure 7x21”. 
They were developed to be used 
with the company’s line of pre- 
printed letterheads which are de- 
signed with four-color art and pro- 
motional copy for a variety of dif- 
ferent occasions. 

The Show-Window envelopes are 
stock mailers of #9, 24# white 
wove and designed in the postage- 
saver envelope style. Addressing, 
etc., goes on the flap side leaving 
the front for advertising impact. 
They are approved by the post 
office. Prices are $16 per 1,000; $10 
for a minimum order of 500. Large 
quantity prices are available. 

- for more details circle 905, page 129 


MASA Issues New Roster 
Of Current Membership 


A new roster of membership has 
been released by the Mail Advertis- 
ing Services Assn. Int’l., Detroit. 

The roster, running in two col- 


direct mail as a straight selling 
vehicle. Actually, we do employ this 
medium for selling services that can 
be profitably merchandised on a 
direct basis in selected segments of 
our market. 

Our instalment loan services are 
most frequently sold in this manner. 

Mailing pieces which include sell- 
ing letters, “reply-v-lopes” and 
supporting material are mailed at 
frequent intervals to present bor- 
rowers, paid-out borrowers with 
good repayment records, and non- 
customers in solid middle-income 
neighborhoods. 

The returns from these mailings 
have been impressive enough to jus- 
tify our continuing them from year 
to year. 

We also take advantage of the op- 
portunities to mail something for 
nothing by enclosing simple sales 
messages (usually with postage- 
guaranteed reply cards) in state- 
ments sent to our checking account, 
instalment loan, and safe deposit 
customers. 

This device has been particularly 
useful in building our volume of 
banking by mail and it has helped 
us launch popular services like auto- 
matic savings and savings club 
plans. 44 


umns of a 6x9” booklet, shows the 
complete name and address of more 
than 1,000 direct mail shops, list 
houses, counselors and other pro- 
fessional creators and producers of 
direct mail advertising in the United 
States, Canada and 14 other coun- 
tries. 

Also included is a key to all 
member services, plus telephone 
numbers to give prospective pur- 
chasers of direct mail a buyer’s 
guide in the field. 

The roster shows the MASA 
membership at the end of March, 
1960. 

Copies are available. 

+ for more details circle 906, page 129 


Personally-Typed Effect 
Available Automatically 


The distinctive appearance of pro- 
portionally spaced type with the 
convenience of automatic writing is 
available in the Flexowriter Presi- 
dent SFD, available from Friden 
Inc. 

One keyboarding of a letter or 
document punches a coded paper 
tape and a visible copy of the writ- 
ing. Mistakes can be deleted as typ- 
ing goes on, through a code correc- 
tion in the tape from the keyboard. 
The tape can then be read to auto- 
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CHAIN STORE 


MARKETERS 


OCT. 25, 26, 27 


Knoxville & Gatlinburg, 
Tennessee 


The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year 
for these exciting events. 


Attending, by personal 
invitation, will be many 
of America’s leading mar- 
ket executives who will 
use this ad as a gentle 
reminder. 


sont 
ow 
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plasti-line inc. 
» Tennessee 


- 
Knoxville ~— 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
gl photos 

the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality i is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


MAJOR PHOTO Co. 
Commercial ee 

116-118 W. Obie St, * Chicago 1 

Dept. S-9 * Telephone: Mi Rie anes 


ye. 


2¢ S) 
“O%, ees 


% 
e 
% 
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More actualcolor per tube 
than other leading tem- 
peras. Try them today! 
1” x 4” tubes, 70¢ every- 
where. 


SHIVA ARTIST S COLORS 


433 W. GOETHE ST. 
CHICAGO 10, ILLINOIS 
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Powermark 111 - Pryor Products, 
Chicago, announces a new, self-inking 
automatic stamping machine for gen- 
eral use in mail rooms, offices or pro- 
duction lines. 


matically produce as many error- 
free copies as needed at 100 words 
per minute. 

Salutations, inside addresses, 
amounts or even paragraphs can be 
included by coding the tape so it 
will stop for manual insertion of this 
variable information. Auxiliary 
equipment in the form of an extra 
tape reader can also be used to in- 
sert variable information automati- 
cally by cable-connecting it to the 
Flexowriter. In this case the infor- 
mation is inserted without interven- 
tion from the operator. Either meth- 
od creates the individually typed 
appearance which is so important to 
executive correspondence. 

Additional applications of the 
Flexowriter President SFD include 
promotional releases, radio scripts, 
policies, contracts, menus, bulletins, 
proposals, directories, etc. 

Models which can handle edge- 
punched cards and tabulating cards 
are also available in the Friden line. 
A variety of type styles is also avail- 
able in this line. 

Complete information can be ob- 
tained from Friden Inc., 1 Leighton 
Av., Rochester 2, N. Y. 44 


Serendipity and Sales 
Combined With Mail Lists 


Serendipity and mailing lists are 
neatly combined in a sales-worthy 
folder of mailing lists available from 
Walter Drey Inc. 

After a discussion of serendipity, 
the art of profiting through unex- 
pected circumstances, the Walter 
Drey folder describes the invention 
of the postage stamp through seren- 
dipity — also the wide variety of 
mailing lists of “College Students at 
Home Addresses,” included in the 
following six pages of the folder. 

- for more details circle 904, page 129 
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WITH THE BEST-SELLING GUIDE 
TO CLEAR, CONCISE WRITING. 


THE ELEMENTS 
OF STYLE 


by Wm. Strunk, Jr., and 
E. B. White 
Your bookseller has it. 
MACMILLAN 


$2.50 


At three times the price, 
you can't buy a better luci! 


SOLD DIRECT ONLY 
with a ten day 
money-back GUARANTEE 


18”x 24” focal plate, C 

17”x23” copy board. 

Four dia, up or down. Y 
Hundreds sold to the 


nation’s top firms... 6 
never a return! 


198” complete with 
Raptar F 4.5 lens 


Send for literature today! 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 


WHAT.~KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 

projectors for point 

of sale and trade 

shows. We have 

desk top viewers for 
both slides and film strips — with or 
without sound, designed with your 
salesmen in mind. 


For information, write Dept. A-9 
TEL-A-STORY, INC., Davenport, lowa 


SUPERIOR 35mm 
COLOR DUPLICATING 


Slide duplicates as low as 9'/2¢ each. 
Film strip copies from film strip mas- 
ters for individual 35mm slides as 
low as 7c a frame. Write for details: 


World In Color Productions 
Industrial Division, 
Box 392 Elmira, N. Y. 
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Album of Coior Prints . . . Each of these photographs, taken by the limken staft, is a 
color print, from a color negative. Even if used eventually in black and white, the color 


made a deep impression on the recipients. 


Using Color Prints — 
in Press Releases 


By Karl N. Froelich 

Chief Photographer 
Timken Roller Bearing Co. 
Canton, Ohio 


Color photographs have added 
promotional impact to publicity 
kits distributed by the Timken Roll- 
er Bearing Co. during press tours. 
The Timken Co., world’s largest 
producer of tapered roller bearings, 
has been using color prints and 
color transparencies in advertising 
displays and for engineering and 
training purposes for several years. 
The color section of its photographic 
department handles all processing 
and printing of color photographs, 
transparencies and strip film. Only 
recently, however, has the company 
discovered the value of color work 
in connection with publicity kits. 

Following a press tour, shortly 
after opening its highly automatic 


Bucyrus, Ohio, bearing plant, a 
business publication requested a 
number of color photographs of 
bearing production operations for 
possible use in a four-color cover. 
The Timken Co. complied and the 
color photos resulted in an excellent 
publicity release. 

A short time later, when the com- 
pany was planning a similar tour 
of its new, highly automatic railway 
production line at Columbus, Ohio, 
it included in its plans the use of 
color photographs in publicity kits. 

A number of photographs were 
taken by the company’s staff 
photographers. From these, about 
20 different shots were selected to 
be developed, processed, enlarged 
to 8x10” size and printed. 

These color photographs, far more 
dramatic than black and white 
photos, showed the various ma- 
chining operations involved in the 


Timken has found that, 
even when only 

black and white can 

be used, color prints 
get more attention. 


production of railway bearings. 
Color photos of the finished “AP” 
(all purpose) railway bearing unit 
were also included. 


> Much of the machinery used in 
the plant lent itself to color pictures. 
Many of the control panels, with 
row after row of colored signal 
lights, made dramatic color shots. 
Machinery and production equip- 
ment was new and the well-lighted 
plant enabled the photographer to 
capture the freshness and efficiency 
of the plant. 

Sets of photographs, arranged in 
the natural sequence of manufac- 
turing operations, were enclosed in 
attractive albums. Each picture was 
held between thin clear plastic 
sheets and captions were included. 

Albums were distributed to the 
visiting press, top executives of 
railroad companies and to person- 
nel in the company’s railway di- 
vision.- 


> The primary purpose of the pic- 
tures, to stimulate interest, was 
highly. successful. People who re- 
ceived the albums valued them as 
a souvenir and, significantly, showed 
them to friends and acquaintances. 
And, once again, color photos were 
picked up by the business press 
and used in several publications. 
As a further service to the press 
and to customers during the open 
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AMERICA’S LARGEST 
ART SUPPLY CENTER 


SWATCH BOOK 


No more color guesswork. Pocket size 
swatch book divided into 2 palettes 
of colored papets—each palette visu- 
ally perfect to use together. 237 
colors including 30 shades of gray! 


TRU-TONE SWATCH BOOK 
TRU-TONE SHEETS 18 x 24” 


Write on your letterhead 
200 of 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 





SIMPLIFY, SPEEDUP 
ART PRODUCTION 


With the new 
ART-O-GRAPH ‘‘1000”’ 


Better, all-round performance at a new lower 
price. Reduces 5X, enlarges 5X (9X with lens 
attachment). Projects flat copy or objects. 
Quick focusing. Simple manual control. Feather- 
teuch balance. Automatic lock. Adjustable track 
length. All steel, Gold hammertone finish. 


See your Art Supply Dealer or write 


ART-O-GRAPH, INC. 
4837 Emerson Ave. $., Minneapolis 9, Minn. 
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house, company photographers were 
on hand to take pictures under the 
specific direction of the visitors. 
These were developed and mailed 
within a few days. 

Top executives acted as guides 
with no more than two or three 
guests to a guide. The day was 
concluded with a question and an- 
swer period in which all concerned 
could add to the information they 
had received during the tour. 


>In all, more than 300 press_kits 
were sent to various business pub- 
lications not having a representa- 
tive at the open house. Coverage by 
the local press, radio and tv was 
extremely good and numerous fea- 
ture stories were published in busi- 
ness magazines. Of particular value 
were those run by the railroad 
magazines. 

It was generally felt that color 
added impact to the press kit. It 
was different, impressive and hence 
more valuable. 


> Over the past four years, the 
Timken Co.’s. color photography 
section has been expanded to han- 
dle increasing demands for color 
work. All color photography, proc- 
essing and printing is now done in 
our own lab. Temperature and hu- 
midity in the color rooms at the 
lab are uniformly’ controlled 
throughout the year. 

All solutions are controlled ther- 
mostatically to within one-fourth 
of one degree. Prints are made on 
a 4x5” enlarger with all voltage 
controlled by a voltage regulator 
to obtain perfect color rendition. 
All negatives are analyzed elec- 
tronically to get more accurate 
prints, more quickly and at less 
cost. The color analyzer scans each 
color and indicates the proper filter 
to be used for correct color balance 
and gives a quicker and better print 
on the first run. An automatic filter 
changer is also used for ease and 
speed in changing filters to get the 
negative balanced in a near perfect 
reproduction. 

With the aid of this equipment, 
the extra cost involved in using 
color photographs in promotion kits 
has become negligible and, in the 
eyes of the company, is justified by 
the extra interest they create. 44 


Sterling Catalog Tells 
of Art by Mail Service 


An art-by-mail service, Sterling 
Studios, 2510 Kittrell Parkway, Dal- 
las 4, has issued a catalog giving 
samples of its work. 

In addition to giving prospective 


customers a chance to look at the 
work, the catalog points out that by 
its service “high quality artwork is 
available to anyone in the United 
States, whether located in a metro- 
politan area, medium sized city or a 
rural area.” 

Examples of the studio’s full color 
architectural renderings, black and 
white architectural renderings, floor 
plans, pen line drawings of build- 
ings, cartoons, idea sketches, spots, 
women’s fashion figures, and tonal 
product drawings are contained in 
the catalog. 

Sterling charges a dollar deposit 
for its catalog, refundable with the 
first order received. 44 


Hardbound Cartoon Book 
Made Space Selling Tool 


Esquire is mailing 35,000 hard- 
bound cartoon albums to prospec- 
tive advertisers and agencies as 
part of its ad merchandising cam- 
paign for the magazine’s Christmas 
Jubilee issue. 


® Sample: Boss to aging em- 
ploye—“In appreciation of your 50 
years of service, Knowles, we'd like 
to overhaul that watch we gave 
you 25 years ago.” 


This is tied in with the merchan- 
dising information that “ . . with 
97.8% of Esquire’s subscribers own- 
ing watches, averaging $109 in 
value, they know that the perfect 
time of the year to give (or request) 
watches is Christmas.” 

Other cartoons, including a man 
wearing nightcap shouting out his 
window toward the roof—“I don’t 
give a damn what your name is, Fat 
Boy, get those reindeer off my roof!” 
—are used to punctuate selling copy 
for the magazine. 44 


| hope you realize Mr. Twillan, these 
unproductive days of yours are rough 


on me, too 
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Big Art Directors soon learn only the finest papers perform as he anticipates. Each of the “Big 3”’ 
pads help Big AD’s create Big Things . . . each designed for a special purpose. 


DALTON “ADMASTER” — Nothing finer, nothing compares for “‘comps’’ and_ layouts. 
2 surfaces in 4 weights. Also available for Fluorographic work (No. 406RF). 

AD-ART — The best general purpose ail ‘voung fayput and visualizing paper. 
ART-VEL—An excellent vellum for tracings, “ 
layouts, use it as an overlay on comps to ink ¥Y b 2 f 

in finished art and design. amit ICMIEarIgs 
Ask for them by name from your local art supply dealer. Papers 


Write for free 4 x 6” sample pads on letterhead, paper CO., 1M. metuchen, n.). 
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GET K-C-S “TOTAL SERVICE” 
WITH YOUR NEXT DISPLAY! 


BRAND 
IDENTIFICATION 
SIGN for 
Red Cap Ale — 
brilliant color, bold 
dimension achieves 
the unusual. 


PRODUCT “*SPECTACULAR’ 
for Chicken of the Sea — 
life-size tuna “frozen” in a 
block of ice .. . all in plastic. 


ANIMATED 
MERCHANDISE 
DISPLAY for Hamilton 
Weatherproof Watches — 
designed to emphasize 

special sales feature. 


Botaly eye-catching — economical, too! K-C-S vacuum forming 
(See Chicken of the sea and Hamilton, above) offers unusual flexibil- 
ity, deeper embossing, larger dimensions, greater adaptability to a 
variety of material combinations! Try K-C-S “Total Service” — 


backed by over 50 years of experience, skilled craftsmanship, com- 
plete production facilities! 


© SIGNS - PLAQUES + MERCHANDISERS - DISPLAYS 
3 Kirby-Cogeshall-Steinau Co., Inc., 606 E. Clybourn St., Milwaukee 2, Wis. 


BRAND NEW 
CURRENT ICSUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 
flavor into low-budget paste ups . saves time and 
money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and pastel Just jot 
@ memo on your company letterhead: “Send me the 
current “Clip Book of Line Art’ on 30-day approval.” 
No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE |. NEW JERSEY 
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Overlay, Opaquing 
Medium Marketed 


Para-Tone Inc., 512 W. Burlington 
Av., LaGrange, Ill., is marketing 
Para-Paque, an adhesive-backed, 
transparent film, dimensionally sta- 
ble, for use as a multi-use overlay 
and opaquing medium for artists, 
draftsmen, blueprinters, engineers, 
architects and photoengravers in 
masking, blocking or opaquing art- 
work, blueprints, photo negatives 
and positives. 

According to the company, the 
product is a light-safe, deep red 
film that completely blocks the pas- 
sage of light . . . up to 15 times 
normal exposure. It has been field- 
tested on 150 watt blueprint and 
whiteprint machines down to one- 
half foot per minute. 

It is available in two sizes. Pack- 
aged 5 sheets to an envelope it re- 
tails at 80¢ per sheet in the 10x14” 


size and at $1.25 per sheet in the 
18x24” size. 44 


New Tracing Pencil 
Developed by Dixon 


A new pencil, created specifically 
for making tracings on polyester 
film, has been developed by the 
Joseph Dixon Crucible Co., Wayne 
and Monmouth Sts., Jersey City. 

The pencil, called the FTR (for 
film tracing reproduction), is said to 
permit more precision on the pro- 
duction of copy prints than has 
been possible before. It will be pro- 
duced in six degrees of lead hard- 
ness, coded from FTR 11 to 66. 

According to company sources, 
the lead is compounded of “totally 
new resins,” super-fine graphites 
and some plasticizers which block 
out light to produce drawings of 
black ink clarity on copy prints. 44 





A Century of 
BUILDING FAMILY BECURITY 


. Leadership News 
PROGRESS DAY ENDS CENTENNIAL 


GONE 
TO EQUITABLE’S 
100th ANNIVERSARY 
CONFERENCE 


back next week 


Anniversary Printing . . 


. It takes a lot of printed pieces to 
fill the requirements of a celebration. These varied from the 
large envelope (upper left) given to delegates as they arrived 


How to — and not to — 


CELEBRATE AN 


ANNIVERSARY 


Equitable started its centennial preparations five years 
early, but it still made mistakes you can avoid. 


By Etna M. Kelley 


] ompanies, like individuals, 
s learn—and profit—from their 
bee) experiences. If this year’s ad- 
vertising campaign flops, next year’s 
will be different. If selling through 
manufacturers’ agents doesn’t work, 
salesmen will be hired; or vice versa. 
If a key executive falls down on 
his job, he must mend his ways, or 
he will be replaced. 

But if a company’s 50th, 75th, or 
100th birthday program doesn’t 
click, nothing can be done about it 
until the next anniversary comes 
along. And since major anniversary 


celebrations are rarely staged more 
often than at 25-year intervals, those 
who ran this year’s show are not 
likely to be very active during the 
next one. 


> Nevertheless, it is possible to profit 
from mistakes made in anniversary 
observances — not from the com- 
pany’s own mistakes, but from those 
of others. With this in mind, Charles 
R. Corcoran, vice-president of the 
Equitable Life Assurance Society, 
who coordinated the work of the 
various committees responsible for 


in New York to postcards for agents to tell customers they'd be 
away for a conference. Other pieces included special issues of 
internals, and a colorful advance program (lower right). 


that organization’s year-long cen- 
tennial celebration (climaxed with 
Centennial Week, July 26-31, 1959), 
has agreed to share with the readers 
of this magazine an appraisal of re- 
sults of its program. This means not 
only telling the benefits, which were 
numerous and gratifying, but telling 
also the things those who ran the 
show would have done differently if 
hindsight were foresight. 

Admitting errors is a custom rare- 
ly encountered in the business com- 
munity. Equitable’s willingness to 
do so may be explained on the 
ground that its errors were few in 
number, and in relation to the over- 
all achievements of goals, relatively 
minor. A completely honest report 
from the organization takes on added 
significance because of the scope of 
the celebration and because of the 
large number participating—14,000 
within the company plus members 
of many communities in which 
Equitable conducts operations. 


> In any impartial rating, Equitable’s 
handling of its centennial celebra- 
tion would score very high. The ex- 
ecutives of the company and the 
various committee heads began their 
planning early, divided responsibili- 
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Delegate’s Badge . . . Antique typefaces 
and design carry out the mood of an an- 
niversary celebration. 


ties, established their goals, and 
worked out ways of securing not 
only company-wide participation, 
but also participation on the part of 
large segments of the communities 
where it has representatives. 

The subject of this article is what 
the planners would have done other- 
wise if they had known before the 
event what they know now. But, to 
tell that, it is necessary to outline 
the high spots of the entire program. 
To give details is not possible: re- 
ports from the 15 committees con- 
cerned ran to over 1,000 pages and 
added up to a huge stack when 
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placed on Coordinator Corcoran’s 
desk. 

Thorough advance planning is 
generally regarded as essential to 
the success of any large-scale anni- 
versary program, and in this Equi- 
table was fortunate. “Our 90th and 
our 95th anniversary celebrations 
were ‘dress rehearsals’ for our cen- 
tennial,” says Mr. Corcoran. “We 
learned a lot from them. For ex- 
ample, there was our 90th, held in 
Atlantic City, when we had the task 
of providing a dinner for 1,600 per- 
sons, too large a crowd to be han- 
dled by a single hotel in the city in 
1949. Our solution was to have a 
catered dinner sent by rail from 
Philadelphia and served in the local 
convention hall. Remembering this 
experience, after considering various 
possibilities, we gave up the idea of 
entertaining all members of the 
Equitable family, or even the dele- 
gates alone, at one big centennial 
dinner. We settled instead for a 
series of luncheons, dinners and re- 
ceptions.” 

Among benefits of the 95th anni- 
versary “dress rehearsal” celebra- 
tion, according to Mr. Corcoran, 
were the formation of a committee, 
which became the nucleus of the 
Centennial Anniversary Commit- 
tee; the establishment of a tabloid 
newspaper, which had been sus- 
pended for several years, then re- 
vived and eventually made a daily 
during Centennial Week, and an im- 
portant clearing house of informa- 
tion and record of the crowded ac- 
tivities of the period. Another bene- 
fit: The key staff people, who had 
bought the souvenirs and gift com- 
memorating the 95th anniversary, 
were able to apply that useful ex- 
perience to the much more exacting 
task of selecting such items for the 
centennial. And perhaps the greatest 
benefit of all was that in working 
on the 95th anniversary program, 
Mr. Corcoran realized its rehearsal 
possibilities and documented every 
step for reference five years later. 

The preparatory period for the 
centennial, which began with the 
observance of the 95th anniversary, 
was divided into two main sections, 
the first from 1954 to December, 
1957, and the second, when prepara- 
tions were accelerated and some 
events in the nature of celebrations 
were staged, from January, 1958 to 
Centennial Week in 1959. The cli- 
max was reached during that week. 


> One of the goals of the celebration 
was that of inspiring salesmen to sell 
more insurance, thereby benefiting 
themselves and the organization. To 
achieve this, a contest was planned. 
In December, 1957, 18 months be- 
fore Centennial Week, Equitable’s 


president, James F. Oates Jr., an- 
nounced an incentive plan for sales- 
men, with winners to be entitled to 
expense-paid trips to New York for 
the convention. To qualify, a sales- 
man had to increase his sales about 
50% above normal levels. There 
were many ramifications and side- 
line contests, to permit as many as 
possible to participate, all tied to the 
anniversary theme. 

It might be said that management 
made an error in underestimating 
the degree of interest that would be 
aroused by the contest, but it is the 
kind of “error” that any sales ex- 
ecutive would be delighted to make. 
As Mr. Corcoran put it, “We figured 
that about 1,900 would make the 
grade, but we ended with 2,200 qual- 
ifiers.” The response of the sales- 
men, and, indeed, the response of all 
who were given the opportunity to 
participate in the anniversary ob- 
servance was more than manage- 
ment anticipated, and this obliged 
the planners to keep raising their 
sights up to the last minute. Still, 
this is the kind of problem the plan- 
ners could take in stride. 


> From January, 1958, the tempo of 
preparation was stepped up. Madi- 
son Square had been booked for 
Centennial Week, and plans were 
made for a three-day program there, 
with participation by civic leaders, 
important personalities from Gov- 
ernment and business, and enter- 
tainment features. 

Throughout 1958 and most of 1959, 
the company’s publications devoted 
a great deal of space to Equitable’s 
history and to the forthcoming cele- 
bration. Equitable Agency Items, 
published every two weeks for 
agents, devoted considerable space 
to the contest and to the entertain- 
ment and inspiration provided for 
delegates during Centennial Week. 
Equinews, a monthly magazine for 
employes, published even more ma- 
terial on the Society’s history, and 
told of the pleasures that would be 
available to all participants during 
the period of celebration. 

As an instance of the intelligent 
use of an internal publication to 
arouse interest in an anniversary, 
the September, 1958, issue of Equi- 
news carried the second of an illus- 
trated series on Equitable’s founder, 
Henry B. Hyde, and the early days 
of the Society; and an article, “Plan- 
ning for the Big Event,” telling of 
the work of the 100th Anniversary 
Coordinating Committee. 


> A major step in the program was 
the ceremony built around breaking 
ground for the Society’s new build- 
ing, staged in July, 1958, a year in 
advance of Centennial Week. On 











It was your secret weapon. Your 
“shooter.” With it, you could hit a marble 
out of the ring at 10 feet. Or clean up the 
whole pot without missing once. 

Maybe it wasn’t the most colorful in 
your collection. But you wouldn’t have 
taken a hundred others for it. What a 


feeling of pride when you saw it smack 


tastien 


“QV ATLANTIC 


EASTERN FINE PAPER AND PULP DIVISION 


seni yee ne eit debe 


into the pile and send them flying. 

You no longer play for marbles. Now 
your pride is in your work. And good 
printing is something to be proud about. 

Good papermaking, too. 

Pride. Satisfaction in doing the job 
well. An urge to do it still better. 


The secret weapon we share with you. 


FINE PAPERS 


* STANDARD PACKAGING CORPORATION - BANGOR, ME 





Faster folding with 
ATLANTIC COVER 


ATLANTIC COVER scores well. Folds and refolds without cracking. It is 
surface-sized on both sides for clear, sharp impressions. Printers get easy 
feeding and fast delivery because ATLANTIC COVER lies flat. In bright white 


and eleven sparkling like-sided colors. Antique, Ripple and Deep Etch 
finishes. One is sure to fill your needs. 


tasriee 


“> KASTERN 


wa ve Paees EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION - BANGOR, ME 


Lithographed on a 52 x 77 Harris 4 color press 30 up at 4,000 
IPH. Color sequence was yellow, red, blue, black. Press plates 
were deep etch aluminum from 175 line screen positives. 





that occasion the president read a 
special proclamation and the choral 
society members sang songs, wear- 
ing costumes of a century earlier. 
The event signalled the start of the 
year-long centennial celebration. 
From that time on, the various 
committees busied themselves with 
the details of planning and ordering 
decorations and props, such as 
streamers and banners; souvenirs 
and gifts, from shopping bags to 
jewelry; exhibits, including those 
to be on view when delegates toured 
the home office; printed materials, 
the most elaborate of which was a 
52-page illustrated program for 
Centennial Week. On all of these, 
the design of the anniversary em- 
blem appeared. This had been de- 
signed by Equitable’s art depart- 
ment, with the two dates, “100th 
Anniversary” and “Century of Prog- 
ress” on one side, and on the other 
the company name and the figures of 
a woman and child, symbolizing 
service to the widow and orphan. 
Other preparatory steps included 
booking 3,500 air-conditioned rooms 
in 15 hotels, for 6,239 persons (dele- 
gates and their wives and children); 
obtaining theater tickets (31 Equi- 
table women from 18 departments 
handled the distribution of more 
than $35,000 worth, bought by dele- 
gates); arranging for bus transpor- 
tation for delegates between Madi- 
son Square Garden and their hotels. 


% One major chore was the prepara- 
tion of 6,500 kits of different types. 
Months before Centennial Week, kits 
were sent to agency managers with 
material to inform them of plans 
and help them tie in locally; forms 
for local press releases and sugges- 
tions for obtaining publicity were 
included. There were kits for mem- 
bers of the press, many of whom at- 
tended a briefing. session and 
luncheon at Sardi’s in New York, 
one week before Centennial Week. 

But most of the 6,000 kits were for 
delegates. About 20 men and women 
were kept busy for three weeks pre- 
paring these, keeping separate those 
intended for women, for 25-year 
people, for award-winning sales- 
men; putting the proper tickets, but- 
tons and badges (and an attractive 
clothesline, for laundering lingerie 
in the hotel room—for women) in 
each kit. 

Some materials were standard, 
such as lists of restaurants in New 
York and the souvenir program of 
the week’s events. The last step was 
that of labeling, organizing and al- 
phabetizing the finished kits and 
sending them to their proper hotel 
destinations. 


> Here’s a capsule summary of the 


Publicity Kit 

This folder, with 
its simulated cord, 
held material each 
agent could adapt 
for local Centennial 
publicity and his 
part in the program. 


highlights of Centennial Week. 
Sunday, July 26: Dedication of the 
Equitable Building, still under con- 
struction, with ceremonies in which 
the Mayor and other public figures 
participated, and dedication of a 
time capsule containing appropriate 
records and souvenirs . . . Monday, 
Equitable Day: Addresses, cere- 
monies, entertainment, including a 
physical fitness show; Sports IIlus- 
trated was co-sponsor, and many 
prominent sports figures partici- 
pated. In the evening, dinner at the 
Waldorf-Astoria in honor of the 25- 
year corps . . . Tuesday, Industry 
Day: Symposium with addresses by 
notables in industry, insurance and 
the Government. 1 p.m.: Group In- 
surance Millionaires’ Luncheon. 3:30 
p.m.: 1959 Fall Fashion Show .. . 
Wednesday: Progress Day; program 
cluded entertainment and addresses 
by Equitable executives 

Thursday and Friday: Panel dis- 
cussions, inspirational and inform- 
ative talks to help delegates become 
more skillful in their profession. On 
Thursday evening these was a ban- 
quet for prize-winning delegates 
and their wives. 


> And now we come to a discussion 
of those features of the centennial 
observance which might have been 
handled otherwise, “if we had 
known beforehand what we know 
now.” 

At the head of the list is the en- 
gaging of the Coliseum for the Cen- 


tennial Week activities. In defense 
of this step it must be remembered 
that the contract was signed while 
the building was still under con- 
struction; that the location was con- 
sidered one of great prestige (and 
this is still the case). At that time, 
no one knew that so many members 
of the Equitable family would qual- 
ify for attendance at the conference, 
more than could have been accom- 
modated as an audience at the Col- 
iseum (which is primarily an ex- 
hibition hall). 

To have been held to the terms of 
the contract with the Coliseum 
would have been disastrous. But, 
fortunately, the Coliseum manage- 
ment very much wanted the space 
Equitable had booked for July, 1959, 
since the State Department had 
asked that it be given to the Soviet 
Exposition, then in the planning 
stage. So it was easy for Equitable 
to obtain a cancellation of the con- 
tract for Coliseum space and, for- 
tunately, to obtain space in Madison 
Square Garden. 

Other errors come under the 
heading of underestimating the 
drawing power of the conference. 
Management had not expected that 
so many would qualify for attend- 
ance, through reaching the required 
sales quotas. Another surprise was 
the high percentage of qualified em- 
ployes and agents who would bring 
their wives and children along — at 
their own expense, but to be con- 
sidered in plans. (Almost 90% 
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brought their wives.) 


> Along the same line was the un- 
derestimating of the number of those 
who would want to attend the Fash- 
ion Show at the Waldorf. Scheduled 
for 3:30 on Tuesday of Centennial 
Week, it was to take place in the 
Grand Ballroom, following the 
Group Insurance Millionaires’ 
luncheon in the same room. But the 
luncheon, which began at 1 p.m., ran 
longer than had been anticipated. 

As a result, about 1,000 more 
women than the 3,000 to whom 
tickets had been distributed showed 
up outside the ballroom before the 
luncheon crowd had left and before 
the facilities for staging the fashion 
show had been set up. If this had 
been anticipated, there would have 
been a plan for lining up women 
guests and for taking tickets from 
those who had them and diverting 
the others into another line, for ad- 
mission only after the ticket holders 
had been admitted. 

Not foreseeing the crush, those in 
charge suddenly found themselves 
confronted with a great mass of 
femininity massed about the ball- 
room doors. The only solution ap- 
peared to be that of opening the 
doors 15 minutes before the ball- 
room had been transformed into a 
fashion show arena and allowing all 
who could crowd in, including those 
without tickets, to seat themselves. 
This meant turning away about 500, 
some of whom had tickets to the 
show. 

Produced by publicist Eleanor 
Lambert, with columnist Dorothy 
Kilgallen as commentator, the show 
had as its theme “Salute to Silk.” 
Many leading designers and depart- 
ment stores participated, making the 
occasion the high spot of the week 
for the audience. Most of the cos- 
tumes shown were in the high- 
fashion, ultra-glamorous class, 
guaranteed to elicit rapturous gasps 
from onlookers. (Note: One possible 
weakness, murmured mildly by cer- 
tain members of the audience: “wish 
they had had a few more styles 
adapted to my way of life.” To 
which the planners might answer: 
“You can see everyday fashions in 
any department store window or 
women’s magazine—but opportuni- 
ties to see high-style fashions on 
living models are limited, even in 
fashion-conscious New York.”) 


> “How about the expense of run- 
ning the program? Did you spend 
more than you planned? Upon look- 
ing back, can you think of ways you 
might have cut down on expenses 
without sacrificing benefits?” 

In answer, Mr. Corcoran an- 
swered: “I believe I can truthfully 
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say we got full value for what we 
spent. It’s true some features of 
the program cost more than we an- 
ticipated. Printing, for example— 
we found that we needed more and 
the costs were higher than we ex- 
pected. But we had decided in ad- 
vance not to be too arbitrary, but 
rather to be flexible, in budgeting. 
We certainly hoped to keep costs as 
low as possible. 

“Of course, in any normal year 
we have certain expenses in connec- 
tion with advertising, promotion, 
and staging meetings of various 
kinds. In our centennial year we 
did those same things, but keyed 
them all to the anniversary theme, 
in some cases allocating more money 
for them, but not as much as you 
might expect. Then, too, the extra 
expense of Centennial Week was 
largely offset by the increased sales 
by our representatives, not just the 
prize-winners, but the others who 
tried and didn’t win — but in- 
creased their sales beyond normal.” 


> To the outsider it would appear 
that Equitable’s main office did an 
outstandingly good job in communi- 
cations; that its bulletins and kits to 
agency managers alerted them early 
and thoroughly; that the various 
company publications were used to 
good effect in whipping up interest 
in the centennial, in keeping mem- 
bers of the Equitable family in- 
formed before, during and even 
after the celebration itself. 

Yet those who were responsible 
for handling communications — 
perfectionists all — while pleased 
with their achievements, are quick 
to point out ways they might have 
done still better, “if only we had 
known.” For example, those work- 
ing on entertainment said: “We 
thought we were emphasizing that 
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delegates should pick up their thea- 
ter tickets from their agency man- 
agers, and an estimated 70% did re- 
member this. But the other 30% 
caused some confusion. 

“And perhaps we should have 
been more explicit in telling those 
who took a night club tour, which 
included a stop at the Latin Quarter, 
that ‘supper’ in New York night 
club parlance, means a club sand- 
wich, not turkey and trimmings. 
Some were all set for a big meal 
and wound up a bit disappointed.” 


> One of the features of the anni- 
versary was a letter writing contest 
for employes, conducted through 
their magazine. There was a grand 
prize of $500 and a second prize of 
$100 for the best 1,000 word essays 
on the subject, “What Equitable’s 
100 Years Have Meant to the Na- 
tion.” Commenting on this, the con- 
test editors said: “The quality of 
the entries was very high indeed, 
but participation was not as broad 
as we hoped. Looking back, it seems 
to us that we should have had a 
supplementary contest — a simpler 
one that would have been easier for 
most people to enter, perhaps based 
on a shorter letter, of 25 to 100 
words, or a slogan. We would have 
much wider participation among the 
employes.” 

Another afterthought on the part 
of those who edit the company’s two 
magazines (one for agents and one 
for employes) is that it would have 
been better to have one main special 
anniversary issue for readers in both 
classes, rather than the two which 
were issued. By combining their 
joint efforts, the staffs might have 
gotten out one jumbo-sized book, 
more attractive than the two indi- 
vidual ones issued (though these 
won considerable acclaim). 


> As stated earlier, printing costs 
incurred in connection with the 
centennial were higher than had 
been anticipated. This was probably 
inevitable — printing costs are al- 
ways higher than anticipated; that’s 
an inherent quality. 

The most elaborate printed piece 
issued for the celebration was the 
52-page program, a brochure beau- 
tifully illustrated with color artwork 
and photographs, listing all dele- 
gates. It will surely be kept by hun- 
dreds as a souvenir. If it had been 
simpler, the cost might have been 
reduced, but that would have di- 
minished its value as a souvenir. On 
reflection, those who had a hand in 
its production believe it would have 
been wiser to print the program part 
(schedule of events) as a loose-leaf 
insert, leaving the rest as it was. 
Both sections could have been dis- 





tributed as a unit. But the costs 


necessitated by last-minute changes | 
in the list of those participating | 
would have been held down by such | 
a procedure, without sacrificing the | 


souvenir value of the brochure. 


> Recapitulating, Equitable’s anni- | 
versary celebration was enjoyed by | 
its participants and admired by the | 
public. It won prestige for the or- | 
ganization. Considering its vast | 
scope, it ran as smoothly as a well- | 


oiled engine. The flaws were minor 
and they are listed here only be- 


cause others who are planning an- | 


niversary celebrations may learn 
from them. 44 


New Material Introduced 
For Exhibit Ideas 


A new material which opens up a 


do-it-yourself avenue for making | 
product models has been introduced | 


by Adhesive Products Corp., New 
York. 

Marketed under the name “Ad- 
mold Molding Latex,” the material 
is a one-part compound in the form 
of a milky white liquid rubber 


which is self-vulcanizing. When ap- | 
plied to the object to be molded, | 
and exposed to air at normal room 

temperature, the liquid evaporates, 
leaving a light amber gum-rubber | 


which makes a flexible and durable 
mold. 
Admold can be applied by either 


hand-dipping, brush or spray, de- | 


pending on the nature of the object 
to be molded. 
An illustrated folder, giving addi- 
tional information, is available. 
- for more details circle 919, page 129 


Corrugated Board Booth 
Proves Stylish and Sturdy 


Hallmark Cards Inc. reports that 
corrugated board proved versatile 
and effective when used as a booth 
material for a gift wrap display. 

The material was printed in a 
charcoal gray linen pattern with a 
background display panel rising 36” 
above the counter. 

Manufactured by Hinde & Dauch 
Div., West Virginia Pulp and Paper, 
the booth was designed for use as a 
gift-wrapping demonstration booth 
during the 1959 Christmas season. 
Hallmark reported the corrugated 
board was sturdy enough to with- 
stand wear and tear from the holiday 
crowds, but light enough to move 
easily from one demonstration cen- 
ter to another. 44 
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Successful results depend upon careful planning, 
minute control of activities, knowing exactly when to do 
what . . . and doing it with finesse. 


This in essence is what we mean by PLANNED IMPACT 
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and doing that results in getting a clear, compelling message 
to the greatest number of people at the least expense. 


Complete plan-ahead programming is Gardner Displays’ forte. 
May we discuss a PLANNED IMPACT program with you? 
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How to Celebrate 


a MultiSaceted 


Anniversary 


When you have to reach 
a varied audience with a 
single program, you had 
better develop an ap- 
proach at many levels. 


By Mildred Weiler 


An anniversary date is the ideal 
time to summarize and dramatize 
what you have been telling and 
selling your customers all during 
the year. 

That’s what KFUO, owned and 
operated by the Lutheran Church- 
Missouri Synod, did on its 35th an- 
niversary in 1959. 

The half-million dollar property 
located on the grounds of Con- 
cordia Seminary in St. Louis, op- 
erates on an annual budget of $160,- 
000, all of which is contributed. 
There is no commercial time sold. 

By means of a recording network, 
the station’s programs reach every 
state in the union, Canada, Alaska, 
Hawaii, South America and 
Europe. A mailing list of about 30,- 
000 persons, church and non-church 
members alike, regularly receive 
direct mail promotions throughout 
the year, explaining the station’s 
objectives, benefits and results, and 
the “price” necessary to buy or 
keep the work going. The anniver- 


54 + GER + September 1960 


sary program was a dramatic sum- 
mation of these word pictures. 


> Emerson Russell, general manager 
of KFUO, is a veteran radio, ad- 
vertising and public relations man 
and believes it is highly important 
to apply standard advertising and 
promotion methods to “God’s Busi- 
ness.” “We must remember that 
we do have a product to sell, a 
product of infinite worth in the 
Gospel, and that we believe in that 
product,” he said. “Our job is to 
persuade someone else to believe 
in it and our approach cannot be 
drab and colorless.” 

The 35th anniversary program not 
only employed such standard ad- 
vertising and promotion methods, 
but included some ideas which any 
profit making business might copy. 


> In the first place, instead of sum- 
marizing its story in one anniver- 
sary celebration, KFUO used four 
events, one each month beginning 
in September. This enabled the 
management to tell the same story 
with a different approach to various 
groups. 


1. A pastors’ appreciation luncheon 
in September. 


2. Anniversary open house for the 
general public and congregation in 
October. 


3. A religious service both live and 
on the air in November. 


4. Day long broadcasts on the spe- 
cific anniversary day, December 14. 


> The pastor’s luncheon was a 
“thank you” to these men for their 
part in placing KFUO recorded 
sermons and music in radio sta- 
tions throughout the world, and to 
acquaint them further with the sta- 
tion’s work. 

The luncheon program packed its 
dramatic punch with tape record- 
ings and colored slides. The tape 
contained voices of pastors from 
far away places'such as the Phil- 
ippines, Germany, Japan, and dis- 
tant American cities telling of their 
experiences with the KFUO record- 
ings and how they were received. 
With these testimonals a_ slide 
showing a picture of the speaker 
outlined on a map of the area from 
which he spoke, was shown. 

The luncheon speaker, a nation- 
ally known radio and tv personality, 
focused his remarks on KFUO’s 
community service and the pride 
the pastors should feel in this work. 
This commendation, coming from 


Theme Center . . . This simple exhibit 
showed visitors the many fields in which 
KFUO was active. 





Typical Stop 

A guide explains some 
of the points of 
broadcasting during 
the tour of the studio. 
Note the labels on 
the equipment. 


an outsider, added to the taped 
testimonials, combined to make the 
dramatic sell necessary. No direct 
request for money was made. 

At the close of luncheon each 
pastor received a kit which further 
extended what they heard. 


> Luncheon planning included: 


1. Limiting the time to two hours; 
notifying the pastors of this and 
sticking to the schedule. 


2. Selection of a suburban, rather 
than downtown, restaurant with 
plenty of parking space. 


3. A year prior to the luncheon 
date pastors throughout the world 
were asked to send a taped message 
to KFUO. Each was asked to give 
his name first, his city and country, 
followed by the testimonial on the 
radio work in his area. Some tele- 
phoned their messages directly to 
KFUO. The telephoned messages 
and tapes were put together and 
edited in St. Louis for the luncheon 
presentation. 


4. Preparation of the souvenir kit 
which included information on the 
other three anniversary’ events 


which the pastors could help pro- 
mote. 


> Open house invitations were ex- 
tended to the public 


1. Over the air; 


2. In church bulletins and mag- 
azines; 


3. In two daily newspaper ads. 


Newspaper ads to the public 
pointed out the station’s 84-hour-a- 
week schedule includes only 30 
hours of religious broadcasting. 
Balance of time is good music, news 
and public service. Some financial 
support comes from the general 
public. 

The smoothest running tours the 
station has had in its 35-year his- 


tory were attributed to advance 
planning which included: 


1. Registration at end of tour in- 
stead of at beginning. 


2. A mimeographed chart for each 
guide to follow. 


3. Red ribbons to mark off traffic 
lanes. 


4. Groups of from only 12 to 15 
assigned to each guide. 


5. Each guide with his own station. 


6. Corps of 15 guides trained well 
in advance of day. 


7. A well informed staff member 
at each of the 18 exhibits. 


Dramatic interest was added by 
the use of 18 exhibits, each one tell- 
ing some phase of the station’s 
story. 

Exhibits included: 

@ The financial story 

e The extension service 

e The religious news 

@ How news is gathered 

e The technical equipment 

e The radio personalities 

@® Maps pinpointing foreign and 
domestic coverage 

® Music, etc. 

Each exhibit highlighted the hu- 
man interest rather than the sta- 
tistical. Technical equipment, for 
instance, was shown by electronic 
tubes, each one labeled as to its 
cost and number of hours used. 

A staff member stationed at each 
of the 18 exhibits pointed out the 
significant facts of the display. Each 
exhibit was designed to sell the 
visitor through telling him. No di- 
rect appeal for money was made at 
any point, but guides mentioned 
that ideas presented in the exhibits 
did cost money. 

At the end of tour, guests regis- 
tered (this avoided considerable 
confusion normally experienced at 
entrance) to help build the mailing 
list. Guests then moved to a re- 
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freshment table and from there to 
another building for an hour and a 
half broadcast. 


> The broadcast, designed to let 
guests see some of the radio per- 
sonalities and learn more about 
programming, was kept flexible so 
that guests could leave anytime 
during the 1% hours. 

As a souvenir, each guest re- 
ceived a packet of literature which 
further extended all that he saw in 
the special exhibits. 

The open house, held on a Sun- 
dey afternoon, drew 1,000 people, 
a number the station feels is quite 
satisfactory in an age when the in- 
side of a radio station may no long- 
er have glamor appeal. 


> Because of the religious nature 
of its work the management felt 
that one of its four anniversary 
events should be strictly religious. 
The November anniversary event 
was therefore a religious service to 
which the entire community was 
invited. 

Instead of a sermon the service 
included a religious dramatization 
in modern day language without 
scenery—in keeping with the dra- 
matic and human interest impact 


FLEX-SH 


Simple Functional Designs 
Adequate Lighting ° 


Smart Styling ° 


the anniversary planning commit- 
tee created for the entire anniver- 
sary program. 


> On the actual anniversary date, 
December 14, the radio station de- 
voted its hours of broadcasting to 
special music, historical and docu- 
mentary programs further explain- 
ing the work of the station and its 
future plans, plus messages from 
civic leaders and officials. This was 
the fourth anniversary event. 


> As a follow up KFUO has 
created what it calls the “KFUO 
Story.” This includes colored slides 
taken of all the exhibits, plus the 
tapes which are combined in a 
filmstrip and record. This KFUO 
story will take the 35th anniversary 
open house to all congregations 
and the thousands who could not 
participate in the event in St. Louis. 

A copy of the 35th anniversary 
tabloid four-page paper, explaining 
the station’s projects highlighted 
during the anniversary year, was 
also mailed to the 30,000 people 
on the station’s regular mailing 
list. 


> Plans for the anniversary cele- 
bration began a year in advance. 


ALL YOU WANT IN A DISPLAY 
FOR 1/2 THE COST! 
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Easy to Set Up 


With FLEX-SHO you’re the 
boss .. . it does exactly what 
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2426 Westlake Ave. 
Oceanside, L. I. 


Washington, D. C. 5029 Waggaman Cl. 


McLean, Virginia 


Details were worked out by the 
planning committee which met each 
Tuesday morning and included de- 
partment heads of the station plus 
its chief engineer and the general 
manager. As early as January the 
station began calling attention to 
the fact, both over the air and in 
publications, that this was the 35th 
anniversary year. 

Although each birthday is ob- 
served, an open house celebration 
is staged only every five years. 
“This means we are actually in 
competition with ourselves,” Mr. 
Russell pointed out, “for each open 
house year we must stimulate new 
interest and use new ideas.” 

The use of 18 exhibits, the tapes 
and slides and the four events were 
new promotional ideas used in ’59. 
Results indicate these ideas added 
new drama to the KFUO story. 44 


Puerto Rico Makes Bid 
For American Conventions 


A full-color folder describing the 
facilities and advantages of Puerto 
Rico as a convention site has been 
released by the Economic Develop- 
ment Administration, New York. 

In addition to describing the. ease 
of traveling to the island and the 
pleasant surroundings to be found 
there, the 16-page folder lists eight 
different hotels capable of handling 
crowds. Each hotel’s rates, recrea- 
tional facilities and special conven- 
tion meeting rooms are described 
individually with diagrams of the 
special convention halls. 

According to the study that pre- 
ceded this report, “The island has 
played host successfully to meetings 
and conventions, ranging from 15 to 
over 1,000 in attendance.” Among 
groups reported to have held meet- 
ings in Puerto Rico are Norge, Ford 
Motors, General Electric, and the 
American College of Surgeons. 

Copies of the folder are available. 

- for more details circle 901, page 129 


National Van Lines 
Releases Display Folder 


A moving service for exhibits and 
displays is described in an illus- 
trated folder from National Van 
Lines, Broadview, Ill. 

Photographs in the folder show 
packing methods and copy describes 
the company’s show-timed national 
service that takes care of displays 
from the time of pickup from one 
show to delivery at another. 

Copies of the folder are available. 

- for more details circle 902, page 129 





Assembly Line . . 


Since World War Il, the plastic 
vacuum-formed sign has played 
a dominant role in national 
dealer identification programs. 
This report gives you some of 
the reasons why. 


By Robert B. Konikow 
AR Managing Editor 


Look around you as you walk 
down the main street of any big 
city or any suburban town, as you 
drive along a highway, as you stroll 
through the plaza of a shopping 
center or through the aisles of 
supermarkets or drugstores or hard- 
ware stores. 


. The production of vacuum-formed plastic 
signs is a large operation and requires a large number of bas- 


ML 


; ‘Ven ee, 


oa eal 


ically identical signs to be profitable. Here, in a shot taken in 
Tel-A-Sign’s Chicago plant, is part of an assembly area. 


the AEC: of 


Plastic Signs 


All around you, turning on tall 
pillars, hanging from the walls of 
buildings, in the air above sales 
counters, in windows and back bars, 
are signs promoting a brand, identi- 
fying the dealer, adding their bril- 
liance and their illumination to the 
shopping scene. 

These signs are of many materials, 
using varied techniques. Among 
them are neon tubing, porcelain 
enamel, painted wood, embossed 
metal, and increasingly, translucent 
formed plastic. Each of these sign 
materials has its place, performs its 
specific function, and most sign pro- 
grams are made up of a combination 
of many of them. 


> Plastic signs, to which this article 
is limited, have gained popularity 
only in the last ten or twelve years. 
The material itself, an acrylic resin 
plastic, was used widely during 
World War II. It was the basic ma- 
terial used in airplanes, for example, 
as cockpit covers or the nose bub- 
bles of bombers. Fabricators gained 
experience in handling the plastic, 
in shaping it to complex and pre- 
cise forms. 

After the war, sign makers and 
sign users began to experiment with 
it as a material, learning how to 
make it meet the demands of ad- 
vertisers. This included not only 
fabrication, which was the prime 
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Ready to Form 

The heated plastic 
sheet is placed in the 
vacuum mold. (Photo 
at Neon Products, 
Lima, Ohio) 


concern of war-time suppliers, but 
such additional factors as integral 
color and applied color, plus main- 
tenance and installation problems. 

They developed ways of coloring 
and designing plastic for both in- 
door and outdoor signs. They pro- 
duced simple methods of attaching 
them to frames, using both steel and 
aluminum, and_ investigated the 
forms of adding light and animation 
to the signs. By the late forties, the 


formed plastic signs reached the 
market. 


> Today, there are four major types 
of illuminated plastic signs, which 
differ chiefly in the manner in 
which the plastic face is fabricated. 


Vacuum-molded .. particularly 
suitable for small quantity runs of 
small indoor illuminated signs. The 
copy and design can be silkscreened 
on the plastic before it is shaped, 
which gives the sign excellent opti- 
cal clarity and dimensional effects. 
Both incandescent and fluorescent 


For Pillar Mounting . . . Typical of many 
used at service stations and supermar- 
kets, this double-faced sign, made by 
Geeco, St. Joseph, Mo., is 66x72", and 


decorated, obviously, in red, white and 
blue. 


illumination can be used, although 
the heat factor and more even il- 
lumination of fluorescent tubes 
makes this superior in most cases. 


Vacuum-pressure formed . . 
chiefly used for outdoor sign faces. 
This combines vacuum-forming and 
a male die to provide a sharp and 
clear reproduction. At present, a 
sheet as large as 12’ can be handled 
by this process, if the press is avail- 
able. Fluorescent illumination is the 
only one recommended. 


Injection molded . . especially 
good for quantity production runs. 
Both copy and design can be faith- 
fully produced in dimensional form 
with great accuracy. It is limited in 
size, however, and is therefore used 
mostly for indoor signs. 


Extruded .. Because of the nature 
of the process, this method is most 
suitable for long indoor signs. Nor- 
mally, they range in length from 
18” to 72”, in widths between 9” 
and 19”. The process is particularly 
adaptable to modular or standard 
signs. 


> The specific process is, however, 
less important than the uses of the 
sign. And many, many companies 
have found the plastic sign a valu- 
able contribution to their promo- 
tional efforts. The gasoline com- 
panies are particularly heavy users, 
as any automobile driver can testify. 
But so are people in the appliance 
business, the food business, brewers, 
distillers, and almost any other you 
care to examine. 

While many industries use plas- 
tic signs, the conditions under which 
the signs are placed with dealers or 
in retail outlets vary greatly from 
one to the next. In the more com- 
petitive fields, like brewing, signs 
are usually distributed without cost. 
Often, in fact, the manufacturer 
may absorb all installation and 
maintenance costs. 

At the other extreme, where 
franchises are limited and coveted, 
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Sign with Variety . . . This indoor hang- 
ing sign, by Neon Products Inc., holds a 
large transparency which can be changed 
to fit the season or the promotion. 


as in automobiles and hard goods, 
the dealer may be asked to con- 
tribute all or most of the cost of 
the sign, including its installation 
and maintenance. In these cases, a 
vigorous sales program may be 
called for to persuade dealers to 
use and order the maximum num- 
ber of signs. This may be the re- 
sponsibility of the manufacturer of 
the product or of the sign. 

Between these two extremes, one 
can find almost every combination 
of manufacturer-dealer sharing. The 
soft drink industry, for example, 
usually gives its bottler-dealers an 
advertising allowance, based on the 
quantities ordered, either in gallons 
of syrup or cases of bottles. Other 
industries may offer a sign as part 
of a merchandise deal. 


> A sign program is designed to 
close the gap between the image 
of your product and the desire for 
it that your advertising, both na- 
tional and local, has developed and 
the product itself. Outdoor signs 
are intended to tell the consumer, 
who should already know about 
your product, “Here is where you 
buy it”, while indoor signs add the 
information “Here it is.” Any sign 
program should look at the whole 
problem of distribution, as well as 
at the whole range of sign materials. 

The acrylic sign has numerous 
advantages which have brought it 
to the fore. 


@ Fidelity . . . Accuracy of repro- 
duction of a trademark or package 
is one of the greatest values of the 
plastic sign. 


©@ Illumination . . . They give an 
even area of light that is unobtain- 
able by any other method. 


@ Color ... The colors available 
today, in both plastics and paints, 
are clear and controllable. They 
look well in daylight, under natural 
reflected light, as well as at night, 
when illuminated from within. 
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What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us how much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy “This Week’s Fea- 
ture’’ enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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Changeable Color 
The hidden panel, 
with rings of color, 

is oscillated by 

a motor. When seen 
through the prismatic 
ridges on the surface 
of the outer plastic 
sheet, there is a 
constantly-changing 
color pattern. 


e Price . . . In normal quantities, 
the cost of plastic signs is lower 


| than of other comparable types, and 
| reduces rapidly as the runs grow 


longer. 


® Maintenance ... This is claimed 


| to be simpler. Illumination is by 


standard fluorescent fixtures, which 
can be replaced easily and repaired 
by any electrician. The faces of the 
signs are easy to clean; most paint 
is designed to withstand soap and 





water. 


© Installation . . . The smaller plas- 
tic signs, designed for p.o.p. or other 
interior use, can be plugged into 


| any standard circuit, with no great 
| difficulty; outdoor signs, with their 


greater current need and structural 
requirements, need expert local in- 
stallation. 


| > Developing a sign program is not 


a simple matter, especially when 
distribution is national or multi- 
state, and when it is to include a 


| series of signs from small counter- 


top ones to large outdoor ones which 


| must almost always be engineered 


individually. While the plastic sign 


| industry is large in terms of dollars 


or in numbers of signs, it is not 


| as diffuse and unwieldy as many 
| others. 





There are basically only two ma- 


| jor sources of the raw material used 


| in vacuum-forming plastic signs. 


| Both supply an acrylic resin mate- 
| rial. Of the two, Rohm & Haas, 
| Washington Square, 


Philadelphia, 
is probably the larger source, using 
| the trade name of Plexiglas. Du 
Pont used to market its acrylic resin 
| sheet under the name of Lucite, but 
| a few years ago it withdrew from 
| the marketing of finished products 
in this field. It now supplies the 
chemical, in pellet form, to Cadillac 
Plastic and Chemical Co. (15111 
| Second Blvd., Detroit 3), which 
fabricates Lucite in various forms, 
including the sheets used for signs. 


Another plastic entering the sign 
field is a product of Eastman Chem- 
ical, a Butyrate marketed under the 
name of Tenite. Like Du Pont, East- 
man sells to fabricators, who make 
it in the forms desired by the mar- 
ket. While Tenite performs just 
about the same functions as the 
acrylics, its properties — impact 
strength, clarity, and others — are 
somewhat different, and it is usually 
the decision of the sign manufac- 
turer which to use to meet the needs 
of a particular job. 


> Which brings us to the maker of 
the signs. While there are thousands 
of sign shops listed in directories 
and classified telephone books, there 
are a comparatively small number 
of organizations qualified to pro- 
duce vacuum-formed plastic signs. 
Not only does it take skill and 
experience to design for this mate- 
rial, to know what can be done with 
it, but it also requires a substantial 
investment in equipment to do the 
actual production. 

In addition, a producer should 
have a thorough knowledge of the 
varying requirements throughout 
the country, especially in two fields. 

As all promotion people know, 
the advertising and promotion of 
liquor, whether hard or soft, is 
bounded by state and local regula- 
tions that vary widely from state to 
state, and are often in direct con- 
flict. It takes a thorough knowledge 
of the situation to come up with a 
program which can be used, with 
the minimum of design and produc- 
tion changes, in a wide enough area 
to be practical. Outdoor signs are 
regulated as well, but by local codes 
which prescribe structural and elec- 
trical requirements which must be 
met before an installation permit 
will be granted. It doesn’t do much 
good to offer a dealer a sign which 
he will not be permitted to erect. 


> The third part of the sign industry 
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is the local or regional installer. He 
is the man who actually puts up 
the outdoor sign. He is a structural 
steel worker and an electrician, and 
he knows the local building inspec- 
tors and the rules they work by. 
He probably does other sign work 
as well, such as making up signs 
out of stock materials and filling 
local needs in general. 

Since the manufacturer of plastic 
signs won’t be performing his func- 
tion if the signs he makes are not 
installed, he is usually familiar with 
the reputation and service offered 
by local companies. In many cases, 
he will handle the installation con- 
tract, although this is occasionally 
done by the dealer. In any case, the 
manufacturer’s knowledge of local 
conditions should be used. 


> But the most important member 
of the chain is the retailer. After all, 
he is the man who must agree to 
use the sign. He may actually pay 
for its cost, but even if the manu- 
facturer supplies the sign without 
charge, it is the retailer who must 
furnish valuable space. And if you 
are ready to offer him free signs, 
the chances are that others are also 
doing so. If he is to use yours, there 
must be something special in it. 


Fortunately, manufacturers are 
developing a number of “special” 
features from which you can make 
your selection. Each, of course, has 
some exclusive features and some 
to which he has given an exclusive 
name. 

One of the most exciting develop- 
ments is the addition of motion or 
animation to the standard vacuum- 
formed plastic sign. The simple ad- 
dition of a motor can add rotation, 
and the rotating outdoor sign is a 
familiar sight, recommended for in- 
stallation at service stations located 
at the intersection of two equally- 
important highways. But rotation 
can also be useful in smaller indoor 
signs. 

Animation, and especially color 
changes, can also help to attract the 
eye of the passer-by. Interesting 
effects can be obtained by the use 
of different colored lights inside the 
signs, which go on and off at ran- 
dom or predetermined intervals to 
give a constantly changing color 
pattern. Other devices change color 
more subtly, some using rotating 
filters or vanes, others changing 
lights, still others some variation of 
polarized light. 


> Signs can also have added utilitity 
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\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 
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Owner’s Option . . . This sign contains 
room for the dealer to include two lines 
of his own copy, using stock letters. Pro- 
duced by Tel-A-Sign, Chicago. 


through designing multiple use into 
them. These can start with the big 
outdoor identification signs that 
carry room for a message spelled 
out in changeable letters. Smaller 
signs, generally for indoor use, offer 
opportunity for changes, and the 
great advantage is that this can be 
done with the minimum of cost. 
Proper design and construction per- 
mit the sign to incorporate a trans- 
parency that can be easily removed 
and replaced. This permits a back- 
bar sign, for example, to be kept 
in tune with the season. 

Other signs are designed to carry 
the promotion of a brand on one 
side, with an area reserved for the 
retailer‘s own use, to list special 
sales, to indicate prices, or to give 
the score of the ball game. The 
evenness of illumination that is ob- 
tained through frosted plastic backed 
up with fluorescent lights is a factor 
in the success of these. 


> A sign program is a long-range 
promotion. The signs you produce 
today, especially the larger ones, 
will be in use for many years. So 
before you get involved in such a 
program, it’s well to be sure you 
have the answer to these six key 
questions: 


1. Do you have clearly in mind 
what you expect a competent sign- 
ing product to accomplish for your 
product at the point-of-sale? 


2. Are you aware of sign size limi- 
tations, as dictated by the outlets 
which you expect to use your signs? 


3. Do you have a budget for your 
sign plan? 


4. What are the local codes, rules, 
regulations, and so on, which will 
affect your sign program? 


5. Must you absorb the entire cost 
of the program, or can you set up 
a cooperative plan? 


6. Can your program be met more 
economically with less expensive 
types of signs, or perhaps can you 
adapt stock signs to your needs, 
with only modest change charges? 


Remember that a commercial sign 





This new full-color presentation gives 
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has only one purpose — to attract 
customers. Plastic signs, with their 
advantages of glare-free internal 
lighting, brilliant colors, readability, 
day-night effectiveness, design flex- 
ibility and simple maintenance, com- 
bined with reasonable cost, can be 
the central element in your sign 
program. 


Utility Floodlights 
Produced at Low Cost 


New utility floodlights with high- 
output anodized aluminum reflec- 
tors have been introduced by Stonco 
Electric Products Co., Kenilworth, 
N.J. 

The “budget-floods” are available 
open or fully enclosed with a heat- 
resisting cover lens and resilient 
neoprene-rubber gasket. The one- 
piece reflectors are adjustable and 
designed to give a higher intensity 
“punch” lighting when needed or a 
diffusion effect for wider area illu- 
mination. 

Budget-floods are reported to be 
practical, economical units for in- 
door or outdoor use. 

A fact bulletin is available. 

. for more details circle 917, page 129 


Portable Action Display 
Developed For Dairies 


A lightweight display using con- 
tinuous pouring action has been in- 
troduced for dairies by Badge Prod- 
ucts Co., Neenah, Wis. 

Marketed under the name of 
“Magic-Flo,” the point-of-purchase 
display is designed with a carton 
form over which the customer’s 
carton is fitted. This is supported 
by a painted copper tube which 
supplies the liquid to the carton. 
The tube is hidden by the flowing 
liquid which follows the tube 
shape down to a tumbler where the 
overflow is returned back up the 
hidden tube by a pump. 

The unit is portable, a compact 
6x6x14” size, and easy to install 
since it requires only the addition 
of the base liquid and water and 
plugs in to any 110 ac outlet. No 
maintenance or re-setting of the 
display is required. The unit re- 
circulates the liquid at the rate of 
approximately 23 gallons per hour. 
The base liquid used can be colored 
to duplicate milk, fruit drink or 
chocolate milk, etc. A panel on the 
base of the display provides room 
for individual sales messages. 

An illustrated folder is available. 

- » for more details circle 918, page 129 
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Knoxville & Gatlinburg, 
’ Tennessee 


The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year 
for these exciting events. 


Attending, by personal 
invitation, will be many 
of America’s leading mar- 
ket executives who will 
use this ad as a gentle 
reminder. 


Knoxville ~~ = as 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 
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AKRON, OHIO 
The Akron Typesetting Co. 


ATLANTA, GEORGIA 
Higgins-McArthur Company 


BALTIMORE, MARYLAND 
The Maran Printing Co. 


BOSTON, MASSACHUSETTS 
The Berkeley Press 

Machine Composition Co, 

H. G. McMennamin 


CHICAGO, ILLINOIS 

J. M. Bundscho, Inc, 

The Faithorn Corp. 
Hayes-Lochner, Inc. 

Runkle- Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, OHIO 
The J. W. Ford Company 


The ad you thought would surely 
win a top award, didn’t get 


past the first screening. 


Why? 


The concept was tremendous. 


The layout was knockout. 


The artwork was great. 


But who let what blacksmith 
throw the type in? 


Now all the let-down 


Art Director’s friends 


are saying, 


**Tschk! Tschk! Too bad, Charlie!”’ 


The moral is: Be as careful about the type as you are about everything 


else. ¥ Right typography can make judges cheer. Wrong typography can 
make judges retch. / You know as well as anyone, if you stop to think, 
that the way to get the right kind of advertising typography is to call 
in a member of the ATA. / He knows his stuff and he speaks your 
language. / He’ll never let your advertisement down. / Remember your 


nearest ATA typographer has a brain and a heart and a phone number. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
Executive Offices: 461 Eighth Avenue, New York 1, N.Y. 


It Pays to Set Type Right 


CLEVELAND, OHIO 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
Jaggers-Chiles-Stovall, inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service MINNEAPOLIS, MINNESOTA 
DETROIT, MICHIGAN Duragraph, Inc. 
Arnoid-Powers, Inc. 

The Thos. P. Henry Company oe sEneEY 
George Willens & Company William Patrick Co., Inc. 


HOLLYWOOD, CALIFORNIA 
NEW YORK, NEW YORK 


Bisch Type, Inc. 
Nicholas-Preston Company Ad Service Company 


INDIANAPOLIS, INDIANA 


KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc. 
LOS ANGELES, CALIFORNIA 
Ad Compositors, Inc. 


Adtype Service Co., Inc. 
Advertisers Composition Company 


MILWAUKEE, WISCONSIN 
Arrow Press 
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The Typographic Service Co., Inc. 


Advertising Agencies’ Service Co.,Inc. PHILADELPHIA, PENNSYLVANIA 


Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris Olsen Typography, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, inc. 
Tri-Arts Press, inc. 

Typographic Craftsmen, Inc. 
The Typographic Service Co, 
Kurt H, Volk, inc. 


Waiter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde, Inc. 
PORTLAND, OREGON 
Paul O. Giesey, Adcrafters 
ROCHESTER, NEW YORK 
Rochester Monotype 

Composition Company 
SAN FRANCISCO, CALIFORNIA 
Griffin Brothers, Inc. 
ST. LOUIS, MISSOURI 
Warwick Typographers, Inc. 
SEATTLE, WASHINGTON 
Frank McCaffrey 
TORONTO, CANADA 
Cooper & Beatty Limited 
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What is as old as lettering itself is be- 
coming the latest in modern practice 


in type design and layout. Here is how 
to use it and where fo get it. 


By Bette Macon 
AR Associate Editor 


The never-ceasing struggle to find a new ap- 
proach to an old advertising message can be con- 
siderably eased by the adman who is ingenious 
enough to cast a backward look at yesterday’s 
typefaces. 

Frequently called “antique types,” this is a bit 
of a misnomer in that most of them are not that 
old, but more apt to be from the period of the gay 
nineties. Perhaps a more specific name for them 
might be old-fashioned or even “horse-and-bug- 
gy” typefaces. 

Whatever they are called, however, the adman 
or art director using them discovers a variety of 
moods at his fingertips. By a discriminating selec- 
tion of these typefaces, he can create a mood 
reminiscent of romantic Victorian heroines, gentle 
grandmothers in lavender shawls, the lusty vital- 
ity of a circus, or the blood-and-thunder of the old 
West while it was still wild. 


> Antique typefaces are ideal when mated with 
wood-cut illustrations; startlingly effective when 
combined with modern art. While they can add up 
to no more than cloying corn when used just to be 
cute, they add a tangy zest to the printed message 
when used for appropriate promotion occasions. 
They are particularly suitable in media ads when 
used for the following: 


© a promotion that stresses the quality appeal in a 
product or service that has been accepted by the 
public for many years. 


Tye from “Book of Specimens’ MacKellar, Smith & Jordan, Philadelphia, 
1881, via Westvaco Inspirations 212 
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Just for the Fun of It. . 


® an anniversary sale 


featuring 
price slashes 


® to illustrate an aging feature nec- 
essary in such products as liquor or 
tobacco 


@ new book promotions for novels 
dealing with appropriate historical 
themes 


®@ theatrical ads 
® convention announcements 
® county fair advertisements. 


These are, of course, just a few of 
the many ways antique typefaces 
can be used to keep the magazine 
or newspaper reader from flipping 
the page before he takes another 
look at your ad. 


> In direct mail pieces, the antique 
typefaces give the user an even bet- 
ter run for his money. Here the ad- 
man has the added possibilties of 
choice in paper and ink as interest- 
ing foils for his typefaces. 

Inks can be wildly bright, richly 
metallic or sepia for a somewhat 
faded effect. Paper can add distinc- 
tion through color, texture and 
treatment. The adman can make am- 
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ple use of unusual folds and/or die- 
cuts plus giving a strong thought 
toward the many ingenious ways the 
paper can be “antiqued.” Admen 
have used successfully (but not 
without some trial-and-error diffi- 
culties) the following methods of 
“aging” their paper: 


® singeing the edges with a blow- 
torch 


® ironing the edges 


® pouring tea, coffee, beer, Tintex, 
etc. over the edges to induce that 
soft, brown spotting indicative of 
aged paper. 


Practically speaking, we feel the 
user is better off to stick to paper 
effects achieved solely by the tex- 
ture and there are many unusual 
ones available currently. However, 
while most of the admen who 
“antiqued” their papers admitted to 
aging themselves during the paper 
aging chaos, they seemed to have 
enjoyed themselves and the result- 
ant stir their efforts brought from 
the viewers. 


> Another idea — when working 
with one of the more romantic look- 


COME TO MACY S FLOWER § 
~ SHOW wits Youn _. 


MOTHER . 
gow 0 boll loc A . 


& 


. Antique type can be used to help carry out a joke or to make a sentimental message more sentimental. 
Both of these ads used a peppering of typefaces in full-pages in New York newspapers. 


ing antique types — is the subtle 
addition of perfume on the mailing 
piece. 

However, whether these particular 
uses of the old-fashioned types were 
practical is not as important as the 
point that they caught the key point 
in using these typefaces . . . original- 
ity. 

In the composition and layout of 
an advertisement or printed piece 
using antique types, the adman who 
captures the “let’s be different this 
time”—feeling of the idea achieves 
the best results. 

He doesn’t have to (and let’s hope 
he doesn’t do it) stick to one type- 
face. Nor does he have to set his 
type in neat, row-type lines. Here, 
through ingenious layout and com- 
position, the adman can achieve that 
fine kind of viewing excitement that 
comes from only carefully planned 
disorder. Also, when laying out an 
ad using antique type, don’t forget 
to look into the many border effects 
and printers’ decorations that were 
designed to go along with this kind 
of typeface. 


> There are only three real rules to 
follow for good results: 





A legend comes to life on latex coated paper 


The “Rock” was a craggy, strong-featured man. Undersized for football, but a giant in spirit, he had a 
unique ability to communicate. He made the coach’s locker-room exhortation a new form of strategic 
art. Grown men would emerge from between-halves sessions shaken, but fired with will-to-win that 
swept Notre Dame to seven perfect seasons. As a fleet end, young Knute perfected the long-distance 
forward pass. It transformed the game from close-in power play to today’s open 


game with emphasis on performance and versatility . . . the kind you expect 
from Dow Latex 630 coated paper. Turn the page for reasons why .. . 


















Performance counts... 


in sports and in printing 


Knute Rockne’s record reads 151 victories, 17 defeats, 8 ties— 

and seven perfect seasons. This kind of consistent performance 
superiority can be yours, too, when printing requirements 

demand the finest results. Dow Latex coated paper delivers sharp detail 
and faithful reproduction of a wide range of bright colors and 

subdued tones; as witness the painting of Knute Rockne, and the 
photograph, on the front of this insert. 


Dow Latex for paper coatings provides closely controlled ink 
receptivity and good resistance to water. Blended with other coating 
materials, Dow Latex delivers excellent dimensional stability, 
fracture-free folding, and surface smoothness. 


Dow Latex 630 coated papers are available for both letterpress 

and offset, in a wide selection of both dull and gloss papers. Ask your 
paper supplier about them, or write THE DOW CHEMICAL COMPANY, 
Midland, Michigan, Coatings Sales Department 1936. 


<> 


This four color 150 line screen reproduction 
is printed on 100 lb. Offset Enamel. 


THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 





1. Make sure there is an appropri- 
ate promotion reason back of the 
antique type selection. 


2. Once you’ve decided to use it, go 
all the way. Don’t timidly stick in a 
line or half-line and let it go at that. 
Remember, you’re out to relieve the 
viewer of the monotony and indif- 
ference that comes from the dread- 
ful sameness so often seen in today’s 
printed message. 


3. Keep your message simple. The 
use of an antique typeface is more 
to freshen up an old message than 
impart a new. If you’ve got a big 
new thought, (and this is pretty 
hard to find these days) better stick 
to more conventional methods of 
communication. These typefaces are 
interesting, but not all of them lend 
themselves to easy reading. 


>» An additional advantage of these 
typefaces is their comparatively low 
cost in relation to other means of 
introducing viewing interest. They 
are, however, sometimes hard to 
find. They have been carefully pre- 
served by some thoughtful suppli- 
ers. Some are in rather worn conr- 
dition, and for this reason are often 
available only through repro proofs. 
This adds the cost of having a cut 
prepared, but since you may only be 
using this for display type and cer- 
tainly not all the time, the cut cost 
must almost be considered negligi- 
ble. Also, sometimes a whole alpha- 
bet cannot be supplied. Some sup- 
pliers can offer just a few fonts; 
others many. For those interested 
in antique types, a look at the fol- 
lowing collections would be worth- 
while. 


@ Morgan and Morgan Press ... 
This publishing house will send a 
catalog showing the antique type- 
faces currently available from the 
Willard Morgan collection, one of 
the largest in existence. 


Coming Next Month! 


—_ sas ccaeeinrieaiialiaiii 
Antique Type Suppliers 


Most of the following suppliers can 
supply catalogs or sample sheets show- 
ing what they have available in an- 
tique type styles. 

Acme Type Foundry 

633 S. Plymouth, Chicago 
American Type Founders Inc. 

200 Elmora Av., Elizabeth, N.J. 
Artype Inc. 
127 S. Northwest Highway, Barring- 

ton, Ill. 

Craftint Manufacturing Co. 

1615 Collmer Av., Cleveland 10 
Dover Publications 

920 Broadway, New York 10 
Film Lettering 

37 W. 39th St., New York 18 
Filmotype Corp. | 

7500 McCormick Blvd., Skokie, Ill. | 
Foto-Graphic Products Co. 

2701 S. 14th Av., 
Fototype Inc. 

1414 Roscoe, Chicago 13 
Halber Corp. 

4151 W. Montrose, Chicago 
Morgan Press 

High Point Road, Scarsdale, N.Y. 
New York Public Library 

P.R. Dept., Sth Av. & 42nd St., New 

York 18 
Photo Lettering Inc. 

216 E. 45th St., New York 
Typefounders 

Bx 11313, Phoenix, Ariz. 


Minneapolis 7 


@ The New York Public Library... 
Keepers of the Robinson-Pforz- 
heimer collection, the Library will 
supply a broadside for 75¢. Repro 
proofs require a minimum charge of 
$5 and 10 days working time. 


© Typefounders Inc. . . . This sup- 
plier is manufacturing antique 
foundry types; available in 47 com- 
plete fonts plus borders, ornaments, 
etc. 


Also of interest are the clip books 


SYNDICATED House OrGANS 


And in the months to come: 


Maps 
Srockx PuxHoros 


8mm SounpD PROJECTORS 


Mauine Lists 
Coins AND TOKENS 
Comic Books 
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How many of the 
display typefaces 
in this panel can 
YOU identify? 


MICHIGAN } 
Design| BREVITY 
[P A\\ IIR Ht § wa nates 


[SHLVER [charming] — 


Just a tantalizing sample of the 2000 type and lettering styles compiled in 


aed Hardlook on 


LDISPL os ave») rah (TC 
wo, te) & ae ww Va\o we 


. highly recommended for anyone who has anything to do with the ap- 
proval, purchase, or use of type.’ ADVERTISING REQUIREMENTS 


All about display type . . . who makes it, sizes available, how 
to use to advantage. (P.S. And cold composition and pasteup 
type are not overlooked!) 176 p. of fascinating information. 
Cloth-bound edition: $7:50 * Paperback edition: $5.00 


Te BUTLER CLINIC, Mendota 5, ILL. 





ATTENTION 
Se GETTERS! 

APES ae DOUG MACK'S 

a1 ate 


Hundreds available 
Exclusive use 
low priced 


pose 
Mea 
PINT eae 


Economical... Practical 
and Most of All Delivers A Constant 


Mtoe |S), ae 


Elegantly In Offices 


DOUGLAS MACK 


1550 Church St. San 


Francisco 14 fate t 
I ( ‘Where There's a Wall There's a Way” 


NEW WATERLESS 
SEND FOR FREE BOOK DE CALS 


OF IMPRESSIVE “SELL’’ IDEAS Permanent type tough” ee 


Mee Ah oY CPU Td ky applied in seconds without water. Sa 


curling in storage. MADE TO YOURS SPECIFL 
itd2 1 ae ee 


co SCD am TT Es 
Sales Meetings... Fairs, In Fact 


CATIONS.. aes. numbers, your trademark, 
Send now for FREE SAMPLES and estimate. 
SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichita! Kansas 
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| © Fontanesi.. 
| cent of fine Italian grillwork 


| @ Aigrette... 


| © Sapphire .. 
| intricate cut-outs in both the letters 
| and numerals. 


| @ Hidalgo. . 





| by Clarence P. Hornung, published 


by Dover Publications. Here, the 
user has a vast collection of antique 


| typefaces, illustrations, etc. for the 


price of the book. 


> Certainly, no current article on 
antique typefaces would be complete 
without a pause at some of the new, 
continental typefaces that are de- 
signed to fulfill some of the same 
advertising needs. 

While they cannot — for the most 
part — be called antique or old- 
fashioned some of them bear a 
startling resemblance to the old 
American faces. 

They are also all delightfully dec- 
orative and certainly capable of 
imparting a fresh and eye-stopping 
quality to an advertising message. 

The largest supplier of these con- 
tinental, decorative typefaces seems 


| to be Amsterdam Continental, New 
| York, although certainly other type 
| founders are also importing at least 
| some of the faces. 


The designs are varied in style 
giving the user a wide selection of 


| typeface moods. Amsterdam, for in- 
| stance, can supply the following: 


. a typeface reminis- 


delicately elegant 


© Romantiques . quite ornate 


| with heavy shading on the top third 
| of the letters and numerals 


. a curved design with 


. a dashing typeface, 
quite reminiscent of some of the 


| early American typefaces used so 
| heavily on 19th Century theatre 
bills 


Most of the continental typefaces 


| are available on the American point 
| body system, which makes it easier 
| to use them than if they come only 


in the Didot cast system. Complete 


a Tn 





Eldorado Italic is an original 
design drawn specially to 
meet the strict spatial 
requirements of the Linotype 
duplexing system. Its light 
color emphasizes the rich 
texture of the Roman. As a text 
face it reads smoothly with 
its even slope and regular 
spacing. Because some 
inking effect is designed into 
Roman and Italic they hold 
their weight and texture in 
proofs for photographic 
reproduction when many 
faces appear unpleasantly 
starved. Eldorado is cut in 
all sizes from 6 to 12 point. 
For a specimen write to 
Mergenthaler Linotype Co, 
29 Ryerson St, Brooklyn, NY. 


M 


Linotype provides a unique opportunity f ext u r e 
in Eldorado, a tight-fitting face that econo- 


mizes with bold and energetic grace. El- 
dorado competes with Linotype Granjon 
Linot 


as a space saver, while its deep color and 


rich texture make a strong and vital page. 
Consider the magnified forms of ascenders 
and descenders; look at the low x-height 
represented by this block of text; these lie 
behind the virile texture of the lines you 
are reading. The design derives from a 
sixteenth century Parisian Roman, prob- 
ably one of the first to be cut by Robert 
Granjon. The parent face was popular in 
France, the Low Countries and Spain for 
nearly three centuries; Eldorado is popu- 
lar in South America and California today 
but seldom used in the rest of the United 
States, a useful design awaiting discovery 
by those who need a distinctive and pow- 
erful typeface of proven spatial economy. 
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Sheets reinforced 
with Mylar’ lie flatter 
feed faster. . . cut costs 


No need for slow, costly hand feeding when you use sheets reinforced 
with “Mylar”. Tough, thin ‘““Mylar’’* polyester film reinforcing lets 
sheets stack evenly, makes possible economical, high-speed printing 
. .. up to 9,000 sheets per hour on standard equipment. 

Also, with sheets reinforced with “Mylar” you can use less costly 
two- and three-ring binders and still cut replacement costs, insure 
against pull-out at the ring holes. 

Ask your supplier for sheets reinforced with “Mylar” today. You’ll 
be happy to learn they’re less expensive than the old-fashioned kind. 
The Du Pont Co., Film Department, Wilmington 98, Delaware. 


GU PONY 


#6 us par or! 
BETTER THINGS FOR BETTER LIVING 
- » THROUGH CHEMISTRY 


*“Mylar” is Du Pont's reg- 
istered trademark for its poly- 
easter film. Du Pont manu fac- 
tures the base material 
“Mylar” —not finished rein- 
forced sheets. 


OU PONT 


MYLAR 


POLYESTER FILM 
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showings of individual faces are 
available on request. 

If there is some reason you would 
rather not, or cannot use an Amer- 
ican antique typeface, these con- 
tinentals are well worth consider- 
ing. 

Whatever you choose, early Amer- 
ican or modern continental, you 
have added a creative element to 
your advertising at a low cost. 

How you use it will depend upon 
your ingenuity and imagination to a 
great extent. We’ve a hunch if you 
have fun selecting and using it, your 
readers will like seeing and recalling 
it. 44 


Amsterdam Introduces 
Columbia Typefaces 


Exampies of Columbia typeface 
are shown in a folder being offered 
by Amsterdam Continental Types & 
Graphic Equipment Inc. 

Columbia is available in roman, 
italic, bold and bold italic. Accord- 
ing to Amsterdam spokesmen the 
typeface was designed to “do rugged 
service as a work horse” and can 


Of course Coen Bot, the jovial Dutch 
sailor, couldn’t help using his very spe- 
cial position at the naval station to spy 
for the allies. He furnished them with 





be used successfully in letterpress, 
offset and gravure, with various 
types of paper and ink and for edi- 
torial and advertising display func- 
tions. It is available in sizes ranging 
from 6 to 72 point. 

- « « for more details circle 920, page 129 


Ludiow Estimating Test 
Results Shown in Booklet 


When the Seventh Educational 
Graphic Arts Exposition was held 
in New York, September, 1959, the 
Ludlow Typograph Co., Chicago, 
sponsored an interesting promotion. 

Spectators at the exposition were 
invited to estimate time required 
to set and make up jobs from re- 
print copy, using both single types 
and Ludlow. Each job was then ac- 
tually set in public on the Ludlow 
and made up as a public demonstra- 
tion. The results have been in- 
cluded in a 24-page booklet en- 
titled “Ludlow Time Records.” 

The booklet gives the time re- 
quired on the Ludlow for setting, 
casting, and makeup and also a de- 
tailed description of how each job 
was produced. 

+ + « for more details circle 921, page 129 





Century 21 Exposition 
Offers Use of Emblem 


Century 21 Exposition, an inter- 
national trade fair to be held in 
Seattle, April 21-October 21, 1962, 
is accepting requests for use of its 
registered trademark by manufac- 
turers and advertisers. 

President Eisenhower, by procla- 
mation through the U.S. State De- 
partment, has invited 84 nations of 
the world to participate in the ex- 
position, and at least 30 major na- 
tions are anticipated to sign. 


CENTURY 


EXPOSITION 


Designed to symbolize the Cen- 
tury 21 theme, “Man in Space,” the 
official emblem is available for use 
in manufactured goods and for pro- 
motional purposes to publicize the 
event and invite world-wide at- 
tendance. 

Applications for use of the Cen- 
tury 21 name and emblem should 
be made to the Director of Con- 
cessions, Century 21 Exposition Inc., 
Exposition Building, Seattle. 44 


The Right Pitch . . . This was a prize 
winner for Standard Oil Co. (N.J.) in the 
tenth annual Advertising Awards Com- 
petition sponsored by the American 
Music Conference. The competition 
awards citations for the most effective 
use of music as a theme in advertising 
of non-musical products or services. 





Warwick Fotosetter type composition is new and 
best ...that’s why we are setting the pace in 
producing fine modern typography at reasonable 
cost plus the important bonuses listed below. 


Smear-proof—a true photographic proof. The 
“ink’’ is in not on the proof paper. 


Smudge-proof—Wipes clean of ink, cement, 
crayon, fingerprints, pastels. Damp cloth does 
the trick. 


Durable—Tougher, heavier, easier to work with 
in every way. 


Wax-back— Eliminates rubber cement. Gives 
smooth, flawiess pasteups in jig time. 


Send for Free Photographic Type 
Book—Big 12” x 944” working manual 
Contains all Fotosetter faces plus Head- 
liner and Flexset samples. Your letter- 
head request brings it to you at no 
obligation. Write Dept. 101 today. 


Overnight by air.. 





whats new 
whats best 


WARWICK 


TYPOGRAPHERS 


920 Washington Avenue 
St. Louis 1, Missouri 


. right to your desk 





Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy ter... world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


YOURS: Outstanding 
Letterhead Design Port- 
folio— created by the 
Advertising Design De- 
partment of world- 

famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552. 


BPorsons PAPER DIVISION 


HABERULE 


Box AR 245, Wilton, Conn. 





MATIONAL VULCANIBED FIBRE CO. 
MOLYOKE, MASSACHUSETTS 
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Initial Mailer . . . This large piece, 172x112", in its oversize envelope, was bound to attract 
attention. Five spreads, with stepped cover sheets, tell the contest and product stories. 


How to run a contest 
with a sports theme 


General Electric used an exciting contest, built around the Olym- 
pics, to arouse interest in a carefully-selected group of large pur- 
chasers, with particular emphasis on salesman-prospect relations. 


TS PUSHBUTTON 


THAT SAVES YOU TE MONEY AMD Wack 


an outstanding MEASURABLE ADVANTAGE of 


General Electric Control 


Wis use - 


Lest:tn'the Series... In the shope of a discus, the final mall- ity,” tied In with the Decothlon: The (rs? bpread tall 
ing gained impact by its use of metallic ink and its 12” radius. the Olympic event and the contest; the second (shown 
Printed in black, green, and red on gold, the theme is ‘’Flexibil- is @ product story, while the third describes other i 
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First Spread . . . The opening spread of the initial mailing got 
right down to specifics. The text in the booklet gave the gen- 


By E. P. Doles and B. J. Werges 
Advertising and Sales Promotion 
Department 

General Electric Co. 

Western Springs, III 


The Olympic Games, known for 
producing new sports records, has 
contributed to establishing a new 
direct mail record for the General 
Electric Co. 

Used as a theme in a 6-piece pro- 
motional program on G.E.’s general 
purpose controls, the Olympic-ori- 
ented promotion produced 6,000 


HERE’S HOW YOU WIN 


1. PHONE-IN-PRIZES 

Note the ‘vise’ of the right. If contains a 
list of General Electric Control Measurable 
Advantoges.’’ A randomly selected group 
of 30 “visas” sent ovt with the moiler are 
prize winners. If your visa is one of these, 
you win a prize illustrated in your *Poss- 
port.”” Your G-£ sales engineer con identify 
the lucky “vise”. Phone him todey. (His 
phone number is on his business cord in 
your "Passport’’.) 

2. PREDICTION PRIZES 

Another of the valuable prizes in the 
“Passport” can be yours if you are among 
the 30 closest forecasters of the event de- 
picted in this brochure. Just fill in your 
gvess ond tie-brecker on the attached 
entry blank. Teor off ond mail. The bro- 
chure you received with this card includes 
@ list of previous Olympic champions and 
their performances for this event. 

3. TRIP TO ROME 

The fino! entry blenk in this series will 
give you the opportunity to moke a fore- 
cost and win a trip to Rome. But to qualify, 
you must first have submitted entry blanks 
from all other moilers. 


Typical Entry Card . . . One of these, each on a different color 
stock was included in each of the mailings. In three parts, 
the first summarized the rules; the second was the list of ad- 


.What are MEASURABLE ADVANTAGES? 
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Whe nO ova Whos pomennmes eaperion skits in hie event. amd cam demonstrate them fully 
oh compet icon Mex -apartor skills arv his “Measurable Advantages” over competitors. 
The control besiness ws mack the same At General Electric. «ec helieye there is only 


tr Say te berome “champion” of the méustry. and 


hi 
4g 


i 


: 


iu 
i 


fi 


Hil 


i 


tre 
he 
tif 
z 


Hi 


(Re DETAREE OORCIA GUNES ter ee program are techaint ty your Pamper” wn the paces ot left Voul wan te ceed then ware 
fully tet he empmrtan things = YOU DONT HAVE TO BE AS ULYMPK: EXPERT TO WIN Bech of she males will 
hone emomng cocards tema grevima youre > get you thee intignrts” Anat trump chavs on: amytedy’s quem Oe easy Ory 
(ee Ae A wl adhd Genet We yOW ampeyenmet of the Cimmgee Omen 88 om rent at sat! woteh thee Uhm Bummer Yow few 
eet entry Wiamie tee are me the potent at teh. Cal peer Gull antes engines today (phone cummber on tastes card in “Pas 


phone calls and 5,500 return cards. 
The pieces were mailed every two 
weeks to a select list of 3,000 key 
buying and specifying influences 
during May, June and July. 


> Here’s how the program came 
about: The General Purpose Con- 
trol Department of the General 
Electric Co. manufactures a com- 
plete line of industrial electric motor 
controls. Nearly half of the buying 
and specifying in the 200 million 
dollar or so market is done by a se- 
lect group of original equipment 
manufacturers producing machinery 


eral rules, leaving the technical details to the fine print in the 
‘passport’ tucked in the pocket. This also served as a record. 


and equipment. The key influences 
are design engineers and design 
management. 

The market, according to A. G. 
Davidson, manager advertising and 
sales promotion for GP Control, is 


served by more than 200 G.E. sales 
engineers, the majority of whom 
sell other G.E. products. Since the 
percentage of time they devote to 
selling control runs the gamut from 
fractions to 100%, one of the ob- 
jectives of the program was to help 
strengthen and enhance the rela- 
tionships existing between sales en- 
gineers and their customers. 


Measurable Advantages Entry Blank No. 3 
1500-METERS RUN—1960 OLYMPICS 


éVSIA ONINNIM VW SIHL SI 


Deodhre for phomng Gt Sees 
this VISA” prigce-— RAY 1 


VISA 


a a 


Note: If ties still exist, sertiest postmark will determine winning entries. 


Following is my forecast for the 1500-METERS run at the 1960 
Olympics. I forecast the 1960 Champion will run the distance in 


(seconds) ~~ ftenths of second) 


Tie-breaker: I forecast the second place runner will earn his silver 
medal with « time of 


2 (seconds) (tenths of a second) 


vantages to be phoned in to the salesmen, who could tell if 
the order was a winning one; the third was a business reply 
card for the prediction entry. Two tie-breakers were included. 





Sells on Sight! 


SEOUL 
Oy Giant 50” x 38 


A wonder-full- 
color STORY wai 
AND MAP, show- 
ing all the famil- 
iar, delightful make-believe 
characters pictured in an en- 
chanting fairy land setting... 
Appeals to children of all ages. 
Perfect for playrooms, dens, 
story telling. 


REC 


Send for Brochure A-9 


A. Landy Mgr Pe 


Sales Promotion Div 


AMERICAN MAP CO., INC. 





UNDERARM BRIEFCASE 


SIZE 15%, x 101, 


QUANTITY AND UNIT PRICE 

100 250 500 1000 5000 

78 75 72 649 «261 
IMPRINTING OF FOUR LINES OF COPY 
OR TRADE MARK. AVAILABLE IN BROWN 
OR BLACK HOMESPUN. 


Albeo _ complete facilities for 
custom design and production 
of premiums, specialties and 
packaging in flexible vinyl felon. 
aed your problems to Major 


r suggestions, samples, esti- 


mates and production. 


MAJOR PLASTICS, INC. 


120 S$. CLINTON ST. CHICAGO 6, ILL. 
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the mare teen 
SYMBOL OF OLYMPIC ENDURANCE 


Mailings Two and Three . 


. . Similarity in artwork style brought consistency to the 


campaign, even though actual size varied to add interest to the series. 


Another objective was to rein- 
force a new theme carried through- 
out G.E. general purpose control 
advertising: “You get Measurable 
Advantages with General Electric 
Control.” Naturally the program was 
to convey specific selling messages 
on new control products, product 
features and G.E. services. 

Like all G.E. promotion programs, 
this was the result of the coopera- 
tion of a great many people, from 
top management on down. Ideas and 
suggestions came from all levels and 
from many departments. The “we” 
used in this article is meant to credit 
the many people who had shares in 
the development of this promotion. 


> Why the Olympics . . . The adop- 
tion and utilization of the 1960 
Olympic Games as the central theme 
for the program was proposed be- 
cause: 


1. It provided a “natural” tie-in 
with the adopted “Measurable Ad- 
vantages” theme since all athletic 
champions demonstrate, on the field, 
measurable advantages over their 
competitors. 


2. The games have all the ingredi- 
ents for an attention getting pro- 
gram: drama, action, atmosphere, 
suspense, historical significance, etc. 


3. It’s timely and the games are in- 
ternationally known. 


4. The publicity the games receive 
in the daily press and other media 
could only serve as a catalyst for 
creating interest. 


> The Approach . . . The researching 
of the Olympics included rummag- 
ing through newspaper and press 
service photo files, visits to public 
and private libraries, conversations 
with Italian and Greek consulates, 
travel bureau personnel, and var- 
ious knowledgeable personnel in the 
Olympic organizations. It concluded 


with cables to Rome to obtain 
“swipe” photos of the statues in the 
“Stadio del Marmi.” 

After researching we separated 
and categorized all the “well what 
do you know” and “isn’t that inter- 
esting” facts about the various 
Olympic events and decided on five 
events which could provide an easy 
transition from facts about the 
Olympics to product features. They 
were: the marathon (endurance), 
high jump (innovations), discus 
(simplified techniques), 1500-meter 
run (reduced time), and the de- 
cathlon (flexibility). The initial 
mailing set the stage with an his- 
torical panorama of the Olympic 
games and a “panorama” of General 
Electric’s complete control line. 


> Personalization . . . We “personal- 
ized” the program to the extent pos- 
sible with the d llars available, 
through the proved effective means 
of enclosing the sales engineer’s 
business card in the first mailer. We 
also “built in” an automatic call- 
back feature to give the sales en- 
gineer as many opportunities as 
possible for person-to-person con- 
tact with their customers. 

To retain interest throughout the 
length of the program we appealed 
to the individual’s ego to become a 
soothsayer by giving him an oppor- 
tunity to “predict” the outcome of 
the various events. The 30 closest 
guesses were rewarded with a $15 
merchandise prize. 

But the big incentive for entering 
the program was an expense paid, 
trip-for-two to Rome, Italy, for the 
person who came closest to predict- 
ing the total number of points the 
decathlon gold medal winner would 
compile. To qualify for the grand 
prize, the contestants had to send in 
entries from all six mailers. All 
prizes were sent to the sales engi- 
neers for personal presentation to 
the winners. 

To “introduce” the salesman to 
the customers, a “Passport” was 





designed to explain all the rules, 
list the prizes and provide space for 
them to record their predictions. In 
the front of the “passport” was in- 
serted the sales engineer’s business 
card. 


> Mechanics . . . The program in- 
cluded an announcement mailer and 
five follow-up mailers, each built 
around a different Olympic event, 
and each tying in with a different 
“Measurable Advantage” of General 
Electric control. 

To meet the basic requirement of 
any successful promotional program 
— to attract attention — we adopted 
the use of dramatic full-color art- 
work. Ard Foster, program visualiz- 
er, ingeniously avoided monotony 
and “sameness” by varying the size 
of the mailers but retained continu- 
ity through layout techniques. 

To illustrate the mailers, we re- 
jected the use of action photos for 
two reasons: 1) Although they cer- 
tainly had stopping power, we 
wanted to do something “just a little 
different” from the obvious, with 
more emphasis on the historical sig- 
nificance of the games; 2) we 
avoided the legal complications of 
obtaining releases from identifiable 
persons in photos. 

Naturally, our use of the Olympics 
as a vehicle to lend continuity, 
drama and impact to the mailing 
program predicated our treatment 
would be in good taste without any 
commercialism of the Games. In 
layout stage, we presented the pro- 
gram to the U. S. Olympic Com- 
mittee and received its sanction. 
(Matter of fact they obligingly 
checked our copy for technical ac- 
curacy.) 

Each mailer had the same basic 
“ingredients”. It gave the customer: 


® Historical information about the 
event depicted. 


© Statistical information about the 
event, listing all of the winners since 
1896 and their performance data. 


© A “visa” entry blank return card 


Mailings Four and Five . 


which served a dual purpose: On 
the “visa” portion (which was the 
stub of the return card) there was a 
listing of the six General Electric 
Measurable Advantages we wished 
to convey. On thirty copies of each 
mailer “visa” the order of the listing 
was changed. To learn whether he 
had received a “winning visa” the 
customer had to phone his General 
Electric sales engineer and read off 
the list of measurable advantages. 
This naturally registered our mes- 
sage and also gave the sales engi- 
neer an additional opportunity to 
discuss other selling features. 


© Return card for prediction prizes. 
A postpaid return card in each mail- 
er gave the customer the opportu- 
nity to predict the outcome of five 
events. The thirty closest predic- 
tions won merchandise prizes. 


© Grand prize trip to Rome remind- 
er. Each mailer also reemphasized 
the chance the customer had for 
winning an expense paid trip for 
two to Rome, Italy. 


> Production savings . an 
Crofts, printing specialist, placed the 
job as a “package” to utilize the 
vendor’s facilities in the areas of 
color separation and press equip- 
ment as well as furnishing him a 
challenge to produce a coordinated 
program of the highest quality. In 
planning the pieces to fit the ven- 
dor’s equipment, stocks were chosen 
so that the maximum number of 
pieces could be ganged on the 
equipment. The five four-color mail- 
ers were produced in two forms. 

In order to produce envelopes to 
fit and match the mailers we made 
special envelopes. Again to utilize 
the equipment, matching envelopes 
on special paper were produced in 
two forms enabling us to keep the 
cost to a minimum. By running the 
special envelopes we also were able 
to imprint in gold and add another 
“personalized” touch by adding the 
word “PERSONAL” on the envelope 
to try to deter secretaries from 
opening the envelopes themselves 


Olympic Champions 
Develop 
Measurable Advantages 


. . Much of the artwork was used, in varying croppings, for 


economy, and planning for gang runs on both pieces and envelopes helped cut costs. 
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IT WAS .. ALL GREEK TO US 


During one layout session we 
thought we had a clever idea of 
making one of the mailers in the 
shape of a sun dial. We were talk- 
ing about the time savings of our 
product. A natural, we thought, 
would be the analogy of the reduc- 
tion in time of a specific running 
event since the early Olympics. 
But what did a sun dial circa 776 
B.C. look like? What numerals did 
they use? Roman didn’t sound 
right. 

After checking the libraries with- 
out success the “natural” source, 
it seemed, would be the Greek 
consulate. He wasn’t in at the first 
eall. 

We tried a Greek shipline. Very 
cooperative but they didn’t know 
(and I could see them shaking 
their heads after they hung up.. . 
“Greek sun dial, 776 B.C.?”) 

The second call to the consulate 
brought results . . 
other source . 


- at least an- 
. . the university pro- 
fessor of ancient Greek history .. . 
then a doctor of fine arts. After 
a Saturday morning call at the 
university he let me into his pri- 
vate archives .. . but no sun dial. 
It seems they used water clocks 
and hour glasses in those days . . . 
we ran out of time and made the 
mailer in the form of a discus. . . 
or “diskos” as they spelled it in 


the old days. 


and possibly losing some of the ef- 
fectiveness of the recipient opening 
the mail. 


> Mailing lists . . . Because of the 
great importance of the customer 
group, the quality of the mailing list 
was a major key to the success of 
the program. To avoid the embar- 
rassment of not listing the right cus- 
tomers, and the cost of listing too 
many, a hand picked list was re- 
quired. To build such a list, and also 
to generate enthusiasm for the pro- 
gram, a special brochure, describing 
the proposed program in detail, was 
mailed to the G.E. sales engineers 
four weeks prior to the first sched- 
uled customer mailing. It asked the 
sales engineer to submit names of 
customers he wanted included and 
offered him an incentive for his co- 
operation. (A year’s subscription to 
Sports illustrated). 


> Maintaining support of sales engi- 
neers .. . The General Electric sales 
engineers were the key individuals 
in assuring the success of the pro- 
gram. They supplied the lists; they 
took the phone calls; they talked it 
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up in personal sales calls; they pre- 
sented the prizes; and they per- 
formed the necessary follow-up to 
see that Olympic interest was trans- 
formed into actual sales results. 

Throughout the program period, 
the sales engineers were kept ad- 
vised through a continuing series of 
special mailings. The initial mailing 
announced the program, gave com- 
plete details on the mechanics, re- 
quested the mailing list, and offered 
an incentive for their complete sup- 
port. 

Then, one week prior to each cus- 
tomer mailing, sales engineers re- 
ceived a copy of the brochure, a 
letter on special Olympic station- 
ery, and a report form. The letters 
reported on results to date, told 
them how to identify the winning 
“visas” on the forthcoming customer 
mailer, and gave them other per- 
tinent information on program de- 
velopments. 


> Planned measurement specific, 
provable results . .. The magnitude 
of the program, and the importance 
of the audience, indicated the need 
for unusual attention to measure- 
ment, to prove the specific results 
that were obtained. This was accom- 
plished primarily through a special 
sales engineer’s report form which 
sales engineers were required to 
submit for each mailing. The report 
form gave both quantitative and 
qualitative results at each stage of 
the program. 

Sales engineers were given a sub- 
scription to Sports Illustrated for 
returning the complete series of 
questionnaires. 


> Statistical results (as of August 5) 
© Total customers entered 3125. 

© Average “prediction” entries for 
each mailer 923. 

@ Of 217 sales engineers, 153 of 
them, representing 75% of the cus- 
tomers, have returned report forms. 
e Average number of phone calls to 
sales engineers on each mailer: 
860. 

On every call, the customers were 
required to repeat the “Measurable 
Advantages” to see if they had them 
in the right order to win the prize. 
In addition to emphasizing these ad- 
vantages, the phone calls gave the 
sales engineer opportunity to dis- 
cuss other sales features. 

The ultimate measurement of the 
program must be in the actual in- 
creased sales of the control prod- 
ucts. And the direct playback from 
sales engineers indicates that this 
goal will certainly be realized 
through specific sales attributed to 
this program, and groundwork laid 
with many customers for increased 
business in the future. 44 


Bagful of Ideas 
Released by Natco 


A variety of premium use ideas 
for specialty flight and travel bags 
is described in an eight-page book- 
let from Natco Products Corp., War- 
wick, R.I. 

In addition to showing many of 
the Natco bags now available for 
this type of merchandising, the 
booklet suggests the bags can be 
used 


® as a package for another product, 
@ as a booth giveaway, 

® as a dealer-loader, 

® as a public-interest gift for 
schools and teams, 

® as a goodwill gift for hotels, re- 
sorts, pools and clubs. 


The booklet also describes Natco’s 
ability to produce bags in almost 
any shape, size or color from nat- 
ural or synthetic fabrics. 

+ for more details circle 922, page 129 


Premium Place Mats 
Feature Geography 


New place mats, designed to ap- 
peal to the mothers if not the kids, 
feature a geography lesson with 
each meal. 

On the face of each 11x17” mat is 
a full-color detailed map of the 
world, as it was designed for King 
Louis XV of France in 1730. 

The reversible side of the mat 
shows an up-to-date world map of 
today. The mats are laminated for 
easy cleaning with a damp cloth. 
Retail price is $3 for a set of 6; pre- 
mium price is $1 per set. 

Complete information is available 
from C. S. Hammond Co., Maple- 
wood, N.J. a4 


PR Firm’s Brochure 
Explains Services 


Harshe-Rotman Inc., a public re- 
lations firm with offices in four 
American cities, has issued a 16- 
page brochure explaining its serv- 
ices and procedures. 

Corporate public relations, prod- 
uct publicity, financial public rela- 
tions, and image analysis are among 
the 13 services described in the 
pocket-sized brochure. Conduct of 
typical accounts and relationships 
with advertising agencies are among 
procedures explained. 

Copies of the brochure are avail- 
able. 


. for more details circle 923, page 129 





Idea Books 


by the Editors of "_*\ te 
Better Homes & Gardens 


for your 
Idea next promotion! 


FREE GIFT! Use the coupon eee to choose the IpEA Book you 
want to receive as a gift.. see for yourself why these beautiful, useful 
volumes have proved so successful in promotions throughout the USA! 


Better Homes & Gardens 


LDA ee Cin t F f ' DE ‘ORAT ING 
a HIN "BOOK =: ~— 


A book almost every man _ The basic book of home deco- 
wants and needs. Illustrated _rating. Help on furniture ar- 
how-to for over 1065 essential rangement, window treatments, 
household jobs. Retail: $4.95 color schemes. Retail: $5.95 


Popular! Over 1542 million copies sold to date! 


Useful! Crammed full of helpful ideas for better 
homes and happier families! Lots of pictures! 


National advertising reaching over 20 million readers! 
Full color, full page ads in Better Homes & Gardens, 
Better Homes & Gardens Idea Publications, Parents’ 
and Living for Young Homemakers. 


* Attractively priced! Ask about attractive discounts! 


ay 
GET YOUR FREE BOOK! Fill out and attach (ue) 
this coupon to a note written on your company 
letterhead telling us which IDEA Book (pictured 

here) you want to receive free. And please tell us how you plan 
to use or offer the books. Sorry, no self liquidations. (Note: this 
is a limited offer, subject to cancellation at any time.) 


VISIT US AT THE NEW YORK PREMIUM SHOW, BOOTH 146! 


better llomes 


and Gantets 


(arden Book 


Hw fe hen an pentercey ievtecaging sewn cart 


> 


Not only America’s No. 1 Cook Everyone who wants a more 
Book ... but America’s top hard- —_ beautiful lawn or garden wants 
cover bestseller—in any category! this beautiful book! Over 1,000 
A superb gift! Retail: $3.95 illustrations! Retail: $4.95 


Porton 


Mr. William Buchholz 
Book Division 

Better Homes & Gardens 
Des Moines 3, Iowa 


Dear Mr. Buchholz: 


I am interested in Better Homes & Gardens IDEA Books 
for promotions. 


Enclosed is a note on my company letterhead telling you 
which IpEA Book I wish to receive free and how I plan to 
use or offer the books. 


AR-9 


COMPANY NAME 
& ADDRESS 


CITY & STATE 
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Specialty Advertising 


of ASNA's 
third award competition 
show the variety of jobs that 
the imaginative use of spe- 


The winners 


cialties can handle success- 


fully. 


What does it take to come up with 
an award winner? What do the six 
winners in the third competition 
sponsored by the Advertising Spe- 
cialty National Association have in 
common? That was a question that 
the judges asked themselves after a 
full day of plowing through entry 
portfolios from all over the country. 
They had come from big companies 
and small companies; they had in- 
volved large budgets and piddling 
budgets. 

But large or small, expensive or 
inexpensive, they had to be judged, 
one against the other, and some win- 
ners named. To do this, criteria were 
needed. The award brochure state- 
ment was simple: to recognize out- 
standing use of specialty advertising 
for business promotion. This left the 
judges considerable leeway, but by 
the time the portfolios had been 
passed around and examined, by the 
time they had been discussed and 
compared, there was close agree- 
ment on what constituted “outstand- 
ing use of specialty advertising.” 


> One of its characteristics was rele- 
vance. Some campaigns used a spe- 
cialty as if it were an afterthought, 
some lagniappe tossed to the recipi- 
ent to increase his goodwill towards 
the donor. But many campaigns, and 
the winners were selected from 
these, chose their specialties to am- 
plify points of their advertising cam- 
paigns, or with special reference to 
the special characteristics of their 
intended audiences. 

Imagination was another factor 
which played a role. In one sense, 
this is too bad, but it is a fault 
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at Work 


shared by many competitions whose 
winners are selected on the basis of 
judgment rather than cold figures. 
The old stand-by, regardless of its 
efficiency in doing its job, doesn’t 
get much attention in a competition. 
The best solution to a promotion 
problem might be something that is 
obvious, that has been done for 
years, that is true and tried. But it 
doesn’t have the excitement that at- 
tracts the attention of judges. The 
winners were all imaginative, either 
in the specialties they designed or 
selected, or in the ways in which 
they were integrated into the pro- 
motion program. 

Another factor was effectiveness. 
This was measured by the statement 
of the entrant as to the purpose of 
the campaign and his report of its 
result, backed up, wherever pos- 
sible, by figures. This wasn’t always 


as clear or complete as the judges 
would have liked, but the combined 
experience of the members of the 
board enabled them to make fairly 
accurate appraisals both of data that 
were presented as well as of data 
that seemed to be omitted. 


> These, then, are the winners, as 
determined by the collective opin- 
ions of a group of five men. Another 
group might have made a different 
selection, but the chances are that 
the same group of campaigns would 
still have been honored. Perhaps 
better uses of specialties existed, but 
they were not submitted for judging. 
This, too, is a risk all competitions 
must take. 

They are worth study. For apt- 
ness, for imagination, for effective- 
ness, they deserve the honors that 
ASNA is bestowing on them. 


First Prize Winner (Budget under $1,000) 


Advertiser: KNXT, Los Angeles, 
Cal. 


The Campaign: The sales staff of 
KNXT is made up of five men in 


Los Angeles and 22 in spot sales 
offices in five other cities. These 
men call on media buyers, media 
directors and account executives of 
the chief advertising agencies. Their 





Just as every woman knows somewhere, waiting, 
is her perfect mate—so it is, sure as shootin, that 
every catalog mailing has its perfect envelope. 
THE ONE, that by nature, closure, construction, 
will reach its prospect in perfect order, intriguing, 
winning immediate attention. 


To assure your mailings this kind of togetherness, 
bring your problems to Cupples-Hesse. Here 

mT mL creative design performs envelope magic, comes 
ee Mi ele NPT tn up with practical solutions that please direct 
mailers with the envelope, pleases them more 
with results it helps to bring. 


ATT MN a) Les 


Call your local representative today for information. 
Consult yellow pages under “Envelopes” or “Tags.” 


Cupples-Hesse Company 


Division of St. Regis Paper Company 
ST. LOUIS 15, 4100 N. KINGSHIGHWAY [vernon 16, 3633 MICHIGAN AVE. [os MOINES 13, 1655 E. MADISON AVE. 
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Details of a Promotion 
Need Not Be Burdensome ! 


or 
(What you need is a Fall Guy !) 
by Donald L. Spotts 


Sales promo- 
tion men are 
usually aggres- 
sive, optimistic 
people wh o 
specialize in 
“ideas” rather 
than “details”. 


We at Spotts 

feel every man 
should stick to his own field. We 
trade in promotional tedium. We 
have, in fact, separated some of the 
more maddening details into major 
divisions and established entire de- 
partments within our organization 
to handle them. Each has its own 
machinery, personnel and adminis- 
trative methods. Every employee is 
an expert. For instance: 


Ever get stuck with a premium that 
didn’t “pull”? Our Premium Re- 
search department nips that prob- 
lem in the bud by pre-testing your 
premiums for you, or giving you a 
selection from premiums that have 
already been tested! 

If you want real problems, try get- 
ting into trouble with the United 
States Post Office! Many people 
have. That’s why our Premium Mail 
Handling department is so busy. 
Contests and Sweepstakes, of course, 
breed a brand of trouble all their 
own. You can go to JAIL for making 
a mistake in this field! Yes, we have 
a Contest Division too. It has also 
had many years of experience doing 
some of the biggest, most successful 
national promotions efficiently and 
economically. 

We can save you money too. Why 
not call us—Midway 5-5841. 


SPOTTS MAILING CORPORATION 
SPOTTS SERVICE ENTERPRISES 
2402 University Avenue 
St. Paul 4, Minnesota 
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aim is to sell programs and spot time 
on KNXT for clients and to make 
these agency personnel automati- 
cally think of KNXT when planning 
schedules in the Los Angeles mar- 
ket. 

The station turned to specialty ad- 
vertising to give their men a reason 
for an extra, casual drop-in to de- 
liver the gift and, since the items 
are useful and clearly marked, to 
serve as a daily reminder of the 
station. In filling these needs, the 
station tried to find items that were 
most likely new to the recipients, 
that have every-day use, and that 
are distinctive enough so that re- 
cipients would not be ashamed of 
having them seen. 

Three items were used during this 
campaign. The first was a ballpoint 
pen, which while not unique, was 
of sufficiently high quality so that 
it would be a welcome gift. They 
have proved very popular, so that 
the initial order of 1,000 has grown 
to 14,000, based on requests from the 
station’s prospects. 

The second item was, in contrast, 


First Prize Winner (Budget over $1,000) 


Advertiser: Kaiser Refractories & 
Chemicals Division, Kaiser Alumi- 
num & Chemical Corp., Oakland, 
Cal. 


The Campaign: A refractory, or 
fire brick, is used by the steel in- 
dustry to line furnaces. The product 
in itself tends to be unromantic, un- 
exciting and taxes the imagination 
of the advertiser who is trying to 
dramatize it. 

The problem was to create an 
image that would tie in with the 
company’s increased technological 


unique. Most advertising executives 
have coffee at their desks, and few 
have anything to put the cup on to 
keep their desks neat. The station 
designed a coffee coaster, porous on 
the top, coated on the bottom to 
prevent soak-through. These were 
packed in fifties in a clear acetate 
container. The design, based on the 
CBS eye, is the sales message, and 
nothing more than the station iden- 
tification, in small type, is needed or 
used. 

The third item was a packet of 50 
soap-impregnated tissues in a plas- 
tic dispenser. It is suitable for use 
while traveling, at home, or in the 
office. The CBS eye was used as 
part of the slogan. 


Jobber: Roy Johnson Co., Whittier, 
Cal. 


Suppliers: Columbia Pen & Pencil 
Co., New Hyde Park, LI, N. Y. 
(ballpoint pen); Paterson Parch- 
ment Co., San Jose, Cal. (coasters); 
Packaged Paper Products, Los An- 
geles (soap tissues). 


j 


know-how. It was desired to im- 
press the customers and prospects 
that Kaiser Refractory products 
would last longer, or to be technical, 
would allow “more heats.” 

A series of advertising specialties, 
based on forms of matches, was se- 
lected as the best medium to achieve 
this goal, and the campaign was de- 
signed to reach about 1,200 names in 
the steel industry. 

The first mailing was a matchbook 
of paper matches, much like the 
normal pocket folder, except it had 
240 matches instead of the ordinary 





20. On the cover it carried the 
slogan “Now you can get MORE 
HEATS.” 

The second mailing was a tube of 
11” matches, imported from Japan, 
designed for fireplace use. The wrap- 
around label told the technical story 
of the fire bricks, and their advan- 
tages, starting with the line “Over 
100 heats per cast taphole.” 

The third mailing was a jumbo 
match book, 1042x9”, which looked 
like an oversize match folder. When 
opened it contained 13 individual 
match books, each representing and 
describing a different fire brick. 

The fourth mailing was a letter 
summarizing the campaign. It was 
punctured with burnt holes, and 
played on the phrase “playing with 
matches.” 


exits 


Second Prize Winner 


Advertiser: Textolite Div., General 
Electric Co., Coshocton, Ohio 


The Campaign: It was felt that 
Textolite distributor personnel, who 
usually handle a variety of building 
products, needed a monthly remind- 
er to keep this product fresh in their 
minds. 

A different advertising specialty 
is being mailed each month directly 
to the home of each distributor sales- 
man, where his family is likely to 
see it, and where, in many cases, the 
item is actually used. It is also at 
home that the salesman generally 
plans his itineraries. 

Each of the specialties was mailed 
out attached to a specially printed 
card or letterhead, whose message 


Lh. 


Finally, the company sent out a 
gold anodized pocket lighter, deco- 
rated only by the Kaiser logotype. 
The mailing carton held the lighter 
open, and the copy started out as its 
flame, getting into a summary of the 
sales advantages. 

All pieces were individually de- 
signed, being tied together by a 
consistent design approach involving 
the use of metallic inks in purples 
and violets. 


Jobber: Walter W. Cribbins Co. 
Inc., San Francisco 


Suppliers: Getz Bros. & Co., div. 
American Foreign Industries, San 
Francisco; Monarch Match Co., San 
Jose, Cal.; Park Industries, Mur- 
freesboro, Tenn. 


(Budget under $1,000) 


related the item to the product or to 
a special phase of the sales program. 

The first one, for example, was a 
key chain, whose card read “Your 
key to stir, arouse, excite ... is G-E 
Textured Textolite!” The key tag, of 
course, was of this material. 

The combination telephone dialer 
and magnifying glass was on a card 
that read “Hey, Sherlock . . . cus- 
tomers are where you find them! 
Push Textolite to magnify your 
profits!” 

The entry consists of the first five 
items in a planned twelve-month 
program. One of the unexpected 
benefits has been requests from dis- 
tributors to purchase additional 
quantities for their own promotion. 


Advertising Agency: Jay H. Maish 
Advertising Agency, Marion, Ohio 


Jobber: Stan Speer, Inc., Prospect, 
Ohio 


Suppliers: Hit Sales Corp., New 
York (key tag); Waterbury Cos. 
Inc., Waterbury, Conn. (magnifier) ; 
Nelson B. Boone Co., Louisville, 
Ky. (tie bar); Fabriko Inc., Green 
Lake, Wis. (money clip); Panoramic 
Sales Corp., Los Angeles (golf tees). 


Second Prize Winner (Budget over $1,000) 


Advertiser: American Cyanamid 
Co., Agricultural Products Div., 
New York. 


The Campaign: The advertiser had 
been entering the American Veter- 
inary Medical Assn. show for nine 
years with so little success that it 
was about ready to drop out. Their 
average attendance was never more 
than 600 people, out of an attend- 
ance of more than 2,500. 


There, is of course, great competi- 
tion among the exhibitors to attract 
attendance, since the veterinarians 
have time to see only a fraction of 
the more than 150 exhibits. Some 
method, combining dignity with im- 
pact, was needed to attract visitors. 

A pair of cuff links was finally se- 
lected. This had the D.V.M. insigne 
in gold, against a red cloisonne 
background, with the only mention 
of the advertiser its logotype on the 
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PAINT 


MARKETERS 
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Knoxville & Gatlinburg, 
Tennessee 


The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year 
for these exciting events. 


Attending, by personal 
invitation, will be many 
of America’s leading mar- 
ket executives who will 
use this ad as a gentle 
reminder. 


‘si6nS 


Cd 
SUCCESS: 
plesti-lime inc. 


Knoxville Tennessee 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 
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HAVE YOU BEEN NOTICING 
DISSATISFIED EXPRESSIONS 
AROUND YOUR ART DEPART- 
MENT LATELY?... 


YOU'LL FIND IT EASY TO 
CHANGE THEM TO EXPRESSIONS 
OF CONTENTMENT AND SATIS- 
FACTION... 
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YOUR ARTIST WILL APPRECI- 
ATE THE CHANGE TO CRESCENT 
CARDBOARD PRODUCTS. 
THEY'LL BE HAPPY WITH THE 
SUPERIOR WORKING QUALITY OF 
THESE FINE BOARDS. 
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1240 N. HOMAN AVE./CHICAGO 51, ILL. | 
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lid of the plastic box. 

The links were presented to each 
veterinarian at the completion of his 
visit to the Cyanamid booth, which 
included a briefing on the com- 
pany’s products and a request to 
sign the register. This, of course, 
was designed to keep the mailing 
list up to date, and especially to add 
newly-graduated veterinarians. 

Attendance increased from the 600 
registered in previous years to 2,500, 
and technical representatives of the 
company were gratified by the op- 
portunities this afforded them to 
discuss the product line. An ex- 
ample of the success was that at one 
time during the show, six deans of 
veterinary schools were in the booth 
at the same time, creating a new 
record, at least for Cyanamid. 

While results of the specialty can- 
not be estimated directly, 1959 sales 
did go up 31%, and this promotion 


is credited with a good part of this 
increase. 


Jobber: William F. Blake Inc., 
Newark, N. J. 


Supplier: Walter E. Hayward Co. 
Inc., Attleboro, Mass. 


Third Prize Winner (Budget under $1,000) 


Advertiser: Harrah’s Club, Reno, 
Nev. 


The Campaign: When the 8th 
Winte. Olympic Games were sched- 
uled for Squaw Valley, Cal., Harrah’s 
Club, with locations in both Reno 
and Lake Tahoe, saw an opportunity 


to make friends among the many 
newsmen, both foreign and from the 
United States, who would be com- 
ing to cover the events, and whom 
it would be useful to have as friends. 

A supply of brown crocodile ex- 
pansion brief cases was obtained and 
filled with maps and literature on 
the games, as well as paper, pencils, 
pens and postage stamps. An im- 
print was placed on the inside flap 
of the case, while a place for per- 
sonalization was offered. 

A case was given to each corre- 
spondent who came for the pre-game 
inspection tour, as well as to those 
accredited to cover the games them- 
selves. 


Jobber: Frank Euronis Advertising 
Specialties, Reno, Nev. 


Supplier: 
York 


Peerless Plastics, New 


Third Prize Winner (Budget over $1,000) 


Advertiser: Ryder Truck Lines Inc 
(TSC Div.), Houston 


The Campaign: A series of eight 
mailings was sent out, one every 
two weeks, to traffic managers and 
others who might influence the use 
of trucking lines. 

Each mailing piece, sent out first 
class mail, had a specialty item, 
costing between 3¢ and 8¢, attached 
to a printed sheet. Four thousand 
of each piece were sent out, divided 
among the various terminal cities. 
Changes of address were required, 
of course, with the individual runs 
ranging from 250 to 1,150 pieces. 

The copy on each mailing tied in 





JUDGES OF THE 3D ASNA 
COMPETITION 


Howard Ballard, Earle Ludgin & 
Co. 

Robert B.. Konikow, 
Requirements 

Stuart Shryer, Food Business 

Harold A. Smith, Needham, Louis 
& Brorby 

Charles L. Yates, Trans World Air- 
lines 


Advertising 


(all of Chicago) 


very closely with the item selected. 
The screwdriver, for example, went 
along with the head “Tighten up 
your freight schedules,” while the 
bottle cap used the head “. . . bottle- 
necks in your shipping schedule?” 

The mailing was integrated with 


Specialty Catalog Shows 
Personal Gift Ideas 


A full-color catalog, showing a 
variety of personal gift ideas avail- 
able as specialties, has been pub- 
lished by Rosen Enterprises Inc., 
New York. 

The line includes a variety of 
lighters, staplers, money clips, tape 
measures and transistor radios. All 
items can be finished in customer’s 
individual logo or trademark with 
no die or art charge added to the 
price. 

The catalog gives full details on 
each of the items shown. Copies are 
available. 

- « for more details circle 914, page 129 


Sporting Goods Catalog 
Released by Wilson 


A line of sporting goods, intro- 
duced for premium use, is illustrated 
in a new catalog from Wilson Sport- 
ing Goods Co. 

The line includes baseball, golf, 
football, and basketball equipment 
plus table-tennis and badminton 
sets. All items are given a price and 
complete premium program infor- 
mation is also included. 

Copies of the catalog are available. 

- + « for more details circle 915, page 129 


New Sales Incentive Board 
Gives Sales Temperature 


A new sales chart board, dressed 
up with a series of thermometers, 
has been introduced by V. M. At- 
kinson Co., Detroit. 


personal visits, with a salesman 
making a call after each mailing. An 
extra 1,000 of each specialty item 
were ordered for salesmen to dis- 
tribute to those who were missed by 
the mailing. 


Advertising Agency: Warren K. 
Bredlow Advertising Agency, Dallas 


Jobber: J. F. Parker & Son, Dallas 


Suppliers: Beacon Plastic Corp., 
Newton Highlands, Mass. (bottle- 
caps and dialers); Waterbury Com- 
panies Inc., Waterbury, Conn. (let- 
ter openers); Rosenberg Bros. & 
Co., Smithtown, L.L, N.Y. (screw- 
drivers); Best Advertising Special- 
ties Co., Pasadena, Cal. (airmail 
stickers & glass tissues); Lifetime 
Products Co., Los Angeles (rulers) ; 
Bredlow Adv. Agency, Dallas (grass 
seed). 44 


Designed to give the selling tem- 
peratures of the sales staff, the “Sell- 
O-Rater” is 164x27%”, screened in 
red and gold with a simulated bronze 
frame. The temperatures in te ten 
thermometers can be changed with 
red discs that come with the board. 
List price for the unit is $29.95. 

+ for more details circle 916, page 129 


BH&G Releases New Book 
To Premium Field 


The newest in Meredith’s rapidly 
expanding line of Better Homes & 
Gardens books has been reieased to 
premium buyers. 

Designed as a home guide for 
emergencies, “First Aid For Your 
Family” covers a variety of first-aid 
situations ranging from shock to 
snake bite. Each emergency is han- 
dled in a step-by-step format, a de- 
scription of what to do immediately, 
additional first-aid measures, and 
whether a doctor should be sum- 
moned immediately or not. 

Some of the first aid treatments in 
this booklet are the latest official 
treatments and, in some instances, 
are in opposition to old-time ideas 
in treating these emergencies. This 
gives the booklet increased im- 
portance in consumers’ eyes. 

“First Aid For Your Family” was 
written by Donald G. Cooley, a 
medical writer. It measures 44x84” 
and is spiral-bound to lie flat when 
opened. An index system gives the 
user the proper page number in a 
hurry. Retail price of the book is 
$1.50. 

For premium prices and complete 
information on the first-aid book, 
contact Meredith Publishing Co., 
Des Moines 3, Iowa. 44 


SE ~ RWB EASE REGISTER TAPE 
The register mark on a roll of self- 
adhering cellophane tape... used 
by most artists, designers, engrav- 
ers, photographers and printers... 
now in 2 sizes — $1.00 and $3.00 
at your favorite dealer. 


bienfang 


products corp. 
metuchen, n. j. 


Presentation Panels 
|2-page bulletin board for 


®@ Planning sessions 

: Sales meetings 

loyee training 

© pages in a giant book’’. 


providing ng times the displ of 
g many e jay space 
Cdlcnauahed bulletin board. 
SHOWN OVE: -type unit 
with twelve 22" x 28" steel-iramed composi- 
tion-board panels. ALSO See _—_ 
and table-top models, =. OTHER sizes, 
displays. Dir and finishes. O USES: rote 


MULTIPLEX DISPLAY FIXTURE CO. 
925-935 North 10th St., St. Louis 1, Mo. 
Plecse send literature on Presentation Panels 
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By Maurice Bensoussan 


American firms exporting mer- 
chandise to be sold at retail in Italy 
can expect spirited and professional 
competition from the home team in 
that country, especially in the field 
of packaging. Italians have long 
been considered by other Europeans 
to be the leaders in packaging in- 
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novations on the Continent. That 
same devotion to line, structure and 
function of the product that marks 
Italian stylings of cars and office 
machinery, is also to be found in 
the packages they use for such 
items as sun tan lotions and per- 
fume. 

On these pages are some of the 
new packages adopted by Italian 
firms to meet competition, not only 
from other Italian firms, but from 


Sweets to the . . . Give sweets for 
Christmas is the idea behind these 
packages. New to Italy is the Amer- 
ican-born idea of special packages 
for special events. Featured are 
Motta products. 


Dutch Treat . . . Bob Noorda, a 
native of Holland but now a Milan 
resident, created this package for a 
cheap, plastic toy, endowing it with 
enough snob appeal to permit adults 
to give it as a gift. 


aging in italy 


Italy, the home of the arts, has been holding its own in the 
tough competition of the packaging market. 


the United States and the rest of the 
world. 

Some of these packages have 
characteristics reflecting conditions 
unique in Italy . . . others would 
not look out-of-place in a drug 
store or grocery outlet in your home 
town ... all have that flair and 
styling we have learned to expect 
from artistic efforts, fine and com- 
mercial, from Italy. 44 

+++ more pictures on page 90 





Eau de Cologne . . . These special containers, designed by 
Christiani, help boost the sale of this brand of perfume 


Something Different . . . Carpano 
Vermouth has been made since 1786. 
In the Italian vermouth market, many 
firms have equally long histories. 
Carpano, attémpting to stand out in 
the market, commissioned designer 
Armando Test to create “something 
different’’ for its product. He pro- 
duced a cylindrical package with a 
piece of colored string attached to it. 
Retailers were told they could hang 
the package from the ceiling by the 
string, adding a bright mobile effect 


What is It? . . . Crackers were in- 
troduced to Italy after the war and 
because of its latecoming, many an 
Italian shopper isn’t quite sure when 
to serve them. Italian cracker pro- 
ducers see that their packages feature 
a wine glass to make sure that the 
Italian consumer understands how 
the cracker can be served as a 
cocktail appetizer. The design is a 
wrap-around with the picture of the 
strange, new food getting a full dis- 
play. 


each Christmas time. The package, gaily colored, is much 
different from the usually more sober bottle. 


Place in the Sun ... As you may 
have gathered, this is a package for 
sun tan lotion. And if you have gath- 
ered as much from just looking at 
the package, the aims of designer 
Angeretti have been realized. The sun 
is in bright yellow, the background 
the type of blue that Italians associ- 
ate with the skies of Capri. The Ekta- 
chrome of the woman looking up at 
the sun helps spell out to even the 
most retarded Italian consumer, this 
is a lotion that helps you tan, not 


«. ta.the Carpgano display. burn. 
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PUT YOUR BEST 
T’GUMMED PAPER 
IDEAS FORWARD 


(or how to get on the way to) 


a 


eos 


Send for this 
FLAT-AS-A 
PANCAKE 
GUMMED 
PAPER 


SAMPLE 
BOOK 


HERE’S WHAT 

IT'LL DO FOR YOU | = >—=—¢ 

@ Help cure press Se sf aga . ‘ 
peens Even the Comb In Ital the lowly comb fhe ial 

© Help select ven - +» In Italy, even lowly cc S$ a specia package. 
gummings Verbania, makers of combs since 1850, wanted designer Michele Provinciali 

WHAT’S INSIDE? , to create a package giving the impression of long-established stability of the 

© Sample sheets manufacturer with the feeling that the product was a modern one. He pro- 

© Printing surface duced a package featuring a figure representative of an earlier era in Italian 
specifier history yet designed with modern wraparound convenience. 

© Handling tips 

JUST ASK FOR 

BOOK P-290 


THE BROWN-BRIDGE MILLS, INC., TROY, 0. 





All in the Family . . . In Italy, as 
here, there is an attempt by some 
companies making more than one 
product in a related field to establish 
a family packaging motif so that the 
good reputation of an_ established 
product will spill over on a new one. 

; o When the Milan cosmetic firm of 

i co 4 Biochimici Vamar launched a lemon 

i" LEM©O RM | base cream, it asked for a package 

i - containing a picture of a lemon that 

aa would not conflict with the logo it 
used on other packages. 


HAVE YOU CHECKED WITH 
POLO PLASTICS? i 


Like Mama’s . . . Italian house- 
wives have a prejudice against 
mass-produced foodstuffs. To 
help combat this feeling, Motta 
uses this package. The antique 

i w-how type and lace-like design give a 
SSO e ea traditional feeling, o feeling of 
ANALYSIS, ESTIMATE AND SAMPLE SWATCH BOOK wethy. 
. e 
CO er ee eS sre) 
é 8.N. Ist St. / Milwauk ra a 
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DIRECT BEARING — Carton identification 


wh a [ YO u c a nh d. O W 1 f h was costly and cumbersome until McQuay- 


Norris switched to Avery color-coding 
labels. Stocks were reduced from 40 to 9 
basic label sizes ... application time was 


cut 65% ... and the auto parts company 
had a tight-gripping label that provided 
clear information quickly. 


Pressure-Sensitive 


GLOWING REPORT — The Lustra 
Corp. of America provides an 
unconditional guarantee of life 
expectancy on each fluorescent 
tube and light bulb. Avery self- 
adhesive labels applied at the 
end of the tubes over the metal 
contact pins spell out this guaran- 
teed period neatly and plainly. 


CUT costs 
REDUCE inventories 
UNIFY packaging stocks 


SAVE time and money 
WORTH 1000 WORDS—Remington Rand 


EX P EDI TE shipp ing uses miniature self-adhesive line cuts to 


illustrate planning layouts effectively. 
UNIVAC salesmen in 100 offices rely on 
these handy Avery labels to show customers 
the operating procedures of the company’s 
Data Automation System. Remington Rand 
salesmen like it... customers do too. 


ee eeerebeeeeeeeeeeeeereeeeeeee eeeeeeeeeeeee 


AVERY LABEL COMPANY, Div. 113 : 


117 Liberty St., New York 6 « 608 S. Dearborn St., Chicago 5 
© 1616 S. California Ave., Monrovia, California 


(0 Please send me further details on how Avery Labels can 
save me time and money. 


(0 Please have your sales representative call soon. 
Name__ 

RII ices ghnnnicinninnictiadig eee 

ROR iivcininnsty: iiheiccetesintiig vnciitelpeaibitialbataiain 
OU acesniiniessierraciennencienitcit nm 
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the link to 
higher sales? 


Check your labels...with self- 
service buying on the increase they 
are becoming very important. 


Shuman’s heat seal labels stick per- 
fectly to various films, glass, etc. 
—easy to apply and are available 
loose or in rolis for all types of 
automatic equipment. 


When you have a label problem, 
take it to the label specialist... 
SHUMAN. We are experts in devel- 
oping and producing all kinds of 
labels. 


We'll be happy to give you quota- 
tions on your present labels or work 
with you in developing a new label. 
We invite your inquiry. 


Manufacturers of: 


© Label Specialties 

¢ Gummed 

* Not Gummed 

© Pressure Sensitive 

* Heat Seal 

@ Rolls 

® Die cut 

© Consecutively 
numbered, etc. 


ao 
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Bagged and Labeled 
Sunday 

edition of New York 
Times travels in 
transparent, but 
tough film bags with 
heat-sealed labels. 


New York Sunday Times 
Gets Tough Travel Wrap 


Believe it or not, some Sunday 
paper subscribers are getting their 
paper, clean, crisp and folded flat! 
These lucky readers are out-of-town 
subscribers for the Sunday edition 
of the New York Times. 

Each Sunday edition, bound for 
subscribers in California, Washing- 
ton and Illinois, arrives packaged in 
bags of transparent polyethylene 
film. The copies—each wrapped and 
labeled individually—arrive at the 
subscriber’s home remarkably lack- 
ing in dogears, and torn covers. 

The idea for using the bags of 
Visqueen film came from a Times 
mailing room foreman as he watched 
steaks being wrapped in the tough 
polyethylene at a supermarket meat 
counter. But its practicality was 
severely tested during the months of 
search for a machine to automati- 


New Directory Published 
For Plastic Packaging 


Plastic package suppliers through- 
out the United States are listed in a 
new directory published by the 
Koppers Co., Plastics Division. 

Designed as a service to prospec- 
tive purchasers of plastic packaging, 
the Koppers directory includes 
molders and extruders of polysty- 
rene, low-density polyethylene, 
high-density polyethylene and ex- 
pandable polystyrene packages. 

The suppliers are listed alphabet- 
ically with brief descriptions of the 
type of stock packages or custom 
services they provide. 

An additional advaritage of the 
directory is the inquiry card format. 
One set is addressed to Koppers for 
receiving a list of stock package 
suppliers who can meet individual 


cally seal and label the newspapers. 

The answer came when Times 
circulation officials visited the AMA 
National Packaging Exposition and 
saw a unit bagging linen sheets sim- 
ilar to .thae newspaper in weight, 
shape and consistency. The packag- 
ing machine manufacturer, Carbert 
Mfg. Co., Cambridge, Mass., worked 
with The Times until a unit was de- 
veloped that would seal, trim and 
thermoplastically label containers of 
Visqueen film as they moved along a 
40’ conveyor belt. 

The new packaging has met with 
complete consumer approval and the 
newspaper plans to have all of its 
80,000 Sunday mail subscriptions 
similarly packaged in the future. 

The polyethylene bags are sup- 
plied to The Times by Equitable 
Paper Bag Co., Long Island. Vis- 
queen polyethylene film is a product 
of the Plastics Div., Visking Co., 
Div. Union Carbide Corp., Chicago. 

44 


customer requirements; the other 
set of cards is for writing directly 
to a custom molder. 

The front of the directory defines 
and describes the four types of plas- 
tic currently used for packaging. 

- for more details circle 924, page 129 


New Packaging Film 
Bows to Trade 


A new heat-sealing, oriented 
polypropylene packaging film has 
been announced by National Dis- 
tillers’ Kordite division. 

Described as a major entry in 
the $700 million packaging market, 
“Kordite 1500” is reported to be 
low in cost and high in moisture 
protection. 

It operates well on most existing 
automatic packaging machines and 





is therefore applicable to over- 
wrapping textiles, cigarets, chewing 
gum, candy, produce and other con- 
sumer packaging requiring mois- 
ture protection. 

It is being produced semi-com- 
mercially by Kordite in %4-mil 
thickness, and will be marketed 
initially in developmental quanti- 
ties at development-test prices, ap- 
proximately 3.5¢ per 1,000 square 
inches. Increased production may 
eventually reduce the average 
price to as low as 1.5¢ per 1,000 
square inches. It is reported to have 
a tensile strength of 20,000 to 40,- 
000 pounds per square inch, equiva- 
lent to that of aluminum metal. 

Complete information is available 
from The Kordite Co., Div. of Na- 
tional Distillers and Chemical Corp., 
Macedon, N.Y. 44 


Lowcost Process Developed 
For Decorative Packages 


A new cost-cutting method of 
furnishing self-sticking, metalized 
die-cut plastic shapes for decora- 
tive packaging has been introduced 
by Coating Products, Englewood, 
N.J. 

Called “Ready Strip,” this meth- 
od uses metalized “Mylar,” lami- 
nated, design-embossed and backed 
with pressure-sensitive adhesive 
coatings. 

Samples are available. 

- for more details circle 925, page 129 


New Machine Speeds 
Outsert Labeling 


An automatic wax dropper for 
application of outsert folders to 
packages has been announced by 
Outserts Inc. 

The unit, known as “Model IV,” 
assures fully automatic delivery of 
hot adhesive wax and provides com- 
plete adjustability to different po- 
sitions, according to the company. 

The mechanism is adjustable to 
any position by thumb screws, to 
accommodate any size container. As 
a package passes under it on the 
conveyor, it trips a microswitch 
which automatically releases the 
proper amount of the adhesive wax. 

According to L. H. Healy Jr., 
Outserts sales manager, “one girl 
downstream of the dropper can ap- 
ply up to 60 outsert folders a min- 
ute or more.” Mr. Healy also pointed 
out that the application introduces 
no interruption of normal produc- 
tion flow. 

Further details are available from 
Outserts Inc., div., Eureka Specialty 
Printing Co., Scranton 9, Pa. 44 


Thilco paper helps Bill Veeck “save his neck” 


in allocating World Series tickets 


Chicago White Sox 
president uses 

‘Ticket Insurance’”’ folder 
for fair distribution 

to deserving fans. 


We can’t be sure the “Sox” will win ¥ 
the A, L. pennant again this year 


— nor can Bill Veeck! But when 
chances look good, World Series 
plans must be made well in advance, 
regardless. 


To overcome the unfair practices of 
ticket distribution, Bill Veeck and 
Thilmany developed a “ticket insur- 
ance” folder in which fans in regu- 
lar season attendance at Comiskey 
Park save their ticket stubs. Result: 
Fans with the most stubs are first 
on the list of applicants for World 
Series tickets should the Sox win. 
Bill Veeck “saves his neck” with this 
fair-play plan and makes more 
friends than enemies with this 
unique solution to a crucial problem. 


To help defray costs, advertising 
space on the “Insurance Folder” 
was sold to a Chicago bank. This 
useage for Thilco papers is but an- 
other example of our working hand- 
in-hand with the client and the 
Schwarz Paper Company, Chicago 
— a Thilmany paper distributor, in 
developing the unusual. Usual or 
unusual, we'll be glad to help in 
creating and producing any of your 
own ideas. 


Write — tor samples and complete information 


NEW YORK * CHICAGO * DETROIT 
BOSTON * KANSAS CITY * CLEVELAND 
CINCINNATI * PHILADELPHIA 
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. a new Bergstrom trade mark and a symbol of the fu- 
ture . .. new, broad horizons for the fine papers Bergstrom 
produces for business and industry. 

Since 1904, America’s great book publishers have looked to 
Bergstrom for readable papers. Such is the heritage we’re 
building upon. 

A new addition to that fine papermaking tradition is THOR 
offset. THOR retains the Bergstrom reputation for craftsman- 
ship and adds contemporary research and modern machines. 
Result: a greater contribution to offset lithography. 

The rigid requirements of today’s banking led to the devel- 
opment of Bergstrom safety papers. Use-tested by banks and 
check printers, Bergstrom safety papers have all the essential 
properties for writing, printing and machine handling. 

Also new to the American business scene . . . ODIN office 
printing papers, in mimeo, duplicator and bond. In quiet-white 
and colors; packed in courtesy cartons and zip-open wraps. 

This is Bergstrom, a symbol of the future and of new hori- 
zons in paper. 


BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
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Flexography at Work .. . A battery of flexographic presses, at 
Cellu-Craft Corp., New Hyde Park, N. Y., turns out rolls of 


‘his is 


printed materials, mostly for packaging, and mostly on trans- 
parent film, although flexography has broad applications. 


E"lesxography 


Add a new process to lefter- 
press, lithography and roto- 
gravure, a process that has di- 
mensions of its own and is 
another tool in the adman’s ar- 
senal of production techniques. 


By Milton |. Bennett 
Director 
Flexographic Technical Assn. 


In the days when the automobile 
was called a “horseless carriage,” 
printing with rubber plates carried 
the misfit name of “aniline print- 
ing.” Since then, automobiles have 
caused a revolution in the field of 
transportation. Since then, rubber 
plate printing has caused a revolu- 
tion in the field of graphic arts. 
No longer called “aniline printing,” 
a reference derived from the early 
use of inks containing coal-tar dyes, 
flexography (or flexographic print- 
ing) has earned its right to stand 
beside such printing stalwarts as 


lithography, letterpress and roto- 
gravure. 

Just what is flexography? Very 
briefly, it is a process in which very 
fluid, quick-drying ink is trans- 
ferred by means of a relief-molded, 
flexible rubber plate to a fast- 
moving web through rotary action. 
The inks may be either transparent 
or opaque and, because of their 
rapid drying properties, can be 
overlaid to achieve rich, high-gloss 
colors and unique design effects. 

The rubber plates, either natural 
or synthetic, are molded in a phe- 
nolic plastic matrix, the matrix 
having been molded from a flat, 
deep-etched metal engraving. The 
plates are then curve-mounted 
around the plate (or printing) cyl- 
inder by means of two-faced ad- 
hesive. In some applications, the 
rubber plates are backed with thin 
brass and attached to the cylinder 
by means of fastening straps. 

Flexographic presses are of many 
sizes, types and capabilities, print- 
ing from one to six colors on webs 
up to 72”. Presses in commercial job 
printing plants usually handle web 
widths in the 30” to 54” range, and 


print at speeds from 300 to 600 feet 
per minute in roll to roll operation. 
Much higher speeds have been at- 
tained in specialized long-run print- 
ing where ink coverage is light and 
fine registration is not a require- 
ment. 


> While flexography has enjoyed its 
greatest growth and widest applica- 
tion in the burgeoning field of flex- 
ible packaging, (films, foils, papers, 
etc.), it is gaining ever-increasing 
prominence in the printing of busi- 
ness forms, books, envelopes, fold- 
ing boxes, corrugated cartons, and a 
myriad of specialty items from 
drinking straws to shower curtains. 
The counters and display cases of 
today’s supermarkets and variety 
stores are jam-packed with bright, 
appealing packages — flexograph- 
ically printed. 

From a volume standpoint, bags 
and wrappers made of cellophane, 
polyethylene, paper and foil are the 
flexographic leaders, but almost any 
material sufficiently flexible to be 
wound in roll form, from tissue 
paper to burlap, can and is being 
printed by this process. Truly, its 
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This is the TWA AMBASSADOR. 

It won a Certificate of Merit at the Graphic Arts 
Show and we're proud that West Virginia 
Sterling Letterpress Enamel was “at the bottom of it.” 
Beauty like the AMBASSADOR’s is no accident. 
Behind it lie the creative excellence of the editors, 
top-flight writing, John Walsh’s beautiful water colors, 
and of course the high quality of the printing. 

An important part of the excellence was Western 


Newspaper Union’s selection of Sterling. 


The whiteness of this paper, together 
with its sparkle, assured the fine color 
reproductions and sharp detail that 
made the AMBASSADOR magazine 
outstanding. Sterling’s uniformity made 
close register easier to maintain. 


Whatever your needs, West Virginia 
has a coated or uncoated offset or 
letterpress stock to meet them. Ask also 
about our direct mill-to-you sales policy 
and our technical service. Write West 
Virginia Pulp and Paper Company, 
230 Park Avenue, New York 17, N. Y., 
or get in touch with one of our offices. 


Fine Papers Division 
Commercial Printing Paper Sales 


Chicago 1/FR 2-7620 
Cincinnati 12/RE 1-6350 
Detroit 35/DI 1-5522 

New York 17/MU 6-8400 
Philadelphia 7/LO 8-3680 
Pittsburgh 19/CO 1-6660 
San Francisco 5/GA 1-5104 


West Virginia 
Pulp and Paper 


THE TWA AMBASSADOR WAS PRINTED ON WEST VIRGINIA 804 STERLING 
LETTERPRESS ENAMEL, PRINTING WAS BY WESTERN NEWSPAPER UNION. 
THIS INSERT IS PRINTED ON STERLING LETTERPRESS ENAMEL, 100# 
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YOU'RE 
DOLLARS and DAYS 
AHEAD 


When You Duplicate 
Process Originals 
with 


SOLID-COPPER 
HANSONTYPES 


for 
Publication Molding 


You get Hansontypes for only 
about one-third the average 
cost of engraver-made dupli- 
cates of process originals 

. .. you get the quality of 
originals . . . and in only two 
working days. Phone or 

write for more information. 


HANSON COMPANY 


9th & Sansom Sts., Phila. ’ WAinut 2-5567 
tos, 
P* 
MM: 


. 


The PROGRESS * HANSON + PROGRESSIVE Group 
One of America’s Most Complete 
Graphie Arts Organizations 
Philadelphia - New York - Newark - Lancaster 
Wilmington - Baltimore - Washington - Richmond 


98 + GRR -* September 1960 





In Wrapping . . . A protective wrapping 
for heavy-duty work was printed by 
flexography for Armstrong Cork Co. by 
Simplex Paper Box Corp. 


potentialities seem to be limited 
more by lack of imagination than 
by mechanics. 


> In the printing of flexible packag- 
ing materials, today’s buyer usually 
must choose between rotogravure 
and flexography. Rotogravure, with- 
out question, is the better process 
for excellence in pictorial reproduc- 
tion and fine line copy. It is pre- 
cise; it is clean; it is beautiful; it is 
ideal for tone work; it is expensive. 
Generally, rotogravure § averages 
10% to 15% higher in printing costs 
than flexography, and the engraved 
cylinders may run 300% to 500% 
more than flexographic plates for 
the same design area. 

While rotogravure must be con- 
sidered an excellent process for ex- 
tremely long runs with no copy 
changes, costs are often prohibitive 
for short runs or jobs requiring 
frequent changes in secondary copy. 
In rotogravure, each change re- 
quires a separate engraved cylinder, 
limiting both its flexibility and 
economy. 

Flexography, while not capable of 
the fidelity of rotogravure, certainly 


In Labeling . . . Flexography on foil gave 
a quality appearance to these anniver- 
sary labels produced for Black & Decker 
by the Topflight Corp 


does not suffer by comparison, when 
its many advantages are weighed 
by the buyer. Modern techniques 
and creative artwork have joined 
forces to propel flexography into 
wide acceptance and volume usage. 
The quality standards being main- 
tained by progressive printers pro- 
vide a most acceptable commercial 
product. In fact, it is often necessary 
to get out the magnifying glass to 
tell whether a line design is flex- 
ography or rotogravure. 

Reputable printers turn out qual- 
ity, slipshod printers turn out trash, 
irrespective of the process used. 
Never buy on the basis of seeing a 
few carefully selected samples. Get 
to know your supplier, and insist 
on knowing the quality control 
standards he maintains. Better yet, 
visit his plant and inspect his op- 
eration firsthand. 


> While economy is a prime con- 
sideration in all purchasing, flex- 
ography gives the additional ad- 
vantage of size and design flexibility. 
In the packaging of consumer foods, 
for example, quick changes are 
often required in wrapper or bag 
sizes, net weights, price marks, reg- 
ulatory copy, ingredients, recipes, 
etc. These are dictated by variables 
in raw material costs, distribution 
demands and merchandising con- 
siderations. 

Also, of major import in today’s 
endless struggle for display promi- 
nence in retail outlets is the timely 
tie-in of package copy with radio, 
television, magazine and newspaper 
advertising campaigns. The special 
price deal, the premium offer, the 
give-away, — all fail unless the 
final selling job is accomplished by 
impact copy on the package itself. 
Such copy is usually spotted on a 
standard design as an extra, in order 
to preserve quick product identifi- 
cation. 

Changes in wrapper or bag size, 
within reasonable limits, are easily 
accomplished with rubber plates. 
They can be mounted on printing 
cylinders of different diameters, and 


In Packaging . . . This ice cream carton, 
on paper board, was printed for Mac- 
Manus by the Single Service Div., Inter- 
national Paper Co. 





The choice of a medium of advertising is not unlike the choice of a method of travel. 


First you decide where you want to go... the markets you want to reach and sell. 
Then you select the media that will take you there ... most directly, surely, at the 
price you can afford to pay. America's magazines are direct trunklines to specific 
audiences for the transportation of ideas. You can select your audience by sex, age 
group, special interest... count the 

number of readers in advance... and 

deliver your selling story against an 

editorial background that directly 

supports it. Individually, national 

magazines are selective of buying 

audiences. Together, they blanket the 

markets of America. 


ILLUSTRATOR: Phoebe Moore is a designer, 
illustrator, and painter who has won recognition 
for originality and charm in all three fields. 


This is one of a series of advertisements, pre- 
pared in cooperation with well-known magazine 
artists and photographers, which express our 
appreciation of America's national magazines 
as media for the transportation of ideas... edi- 
torial and advertising ... that shape the minds 
and markets of America. Our part is to main- 
tain the level of magazine communication with 
the finest photoengravings ... letterpress and 
gravure ... that can be made. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant for letterpress and gravure/333 West Lake Street, Chicago 
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Personalize your sales literature— 
catalogs, price lists, presentations— 
with attractively printed front cover 
designs. Accopress® binders will be 
printed to order—artistically, inex- 
pensively, in colors and/or embossed. 
Presentation covers also available 
with die-cut panel and acetate 
window. 


New instant binder for sales presen- 
tations, photos, catalog sheets, work 
sheets. Grips at a touch of the finger! 
No marring. Of firm genuine press- 
board, Accogrip* stands up in use, 
stays bright and new-looking for 
years. Red, black, grey, green or 
blue. Letter, legal or special sizes. 


@Registered Trade Mark 
*TM pending 


For more ideas on up-to-date filing 
and presentation aids, ask for Acco’s 
new booklet “Ideas That Save Time 
and Space” — free at better office out- 
fitters, or write 


ACCO PRODUCTS 


A Division or NaTseR CorPORATION 
Ogdensburg, N. Y. 
In Canada: Acco Canadian Co., Lid., Toronto 
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Six-Color Press 
Working with a 38” 
web, this press is 
turning out packages 
for chocolate kisses. 


spaced at will across the cylinders, 
thus providing size variations in 
both length and width. Changes in 
copy and additional copy can be 
handled with equal ease by inser- 
tions on the original rubber plate, 
a practice known as “slugging.” 
This kind of flexibility provides a 
real plus factor for flexography. 


> While it is not necessary for the 
average buyer to know too much 
about production intricacies, he 
should be aware that preparation 
of artwork for flexography requires 
specialized techniques. Successful 
reproduction depends so much on 
proper handling of the black and 
white drawings that only those 
artists or designers with a sound 
knowledge of flexographic printing’s 
graphic possibilities and limitations 
should do this work. 

For instance, basic mechanical art 
must be distorted in both width and 
length, according to predetermined 
ratios, to allow for stretch and 
shrink variations encountered when 
the pliable rubber plates are curve- 
mounted around printing cylinders 
having different diameters. Many 
an amateur (or professional new in 
the flexographic field) has been 
shocked to find a perfect circle in 
the original art reproduce as an 
oval in the finished job. Also, hair- 
line registration, closed typefaces, 
and type under 6 point in size 
should be avoided, as should photo 
reproductions of halftones finer than 
65 to 85 line screens. Care in screen 
selection is important because of 
possible fill-in caused by the highly- 
fluid flexographic inks. 

While the great majority of flex- 
ographic jobs have, in the past, 
been confined to straight line work, 
simple screens, bendays, etc., more 
and more progress is being made 
with both true and “faked” color 
process work. In the past year or 
two, many nationally-distributed 
food lines have capitalized on flex- 


ographic process printing to illus- 
trate tempting servings on the con- 
sumer package. These illustrations, 
while far from being Rembrandts, 
are vivid, appealing, and quite ade- 
quately create the end use image 
so important in influencing a pur- 
chasing decision at the retail level. 


> In this brief report, an attempt 
has been made to acquaint the 
printing buyer with some of the 
background and some of the ad- 
vantages of flexography, and even 
some of its limitations. While little 
known but a few short decades ago, 
flexography can no longer be ig- 
nored in any progressive printing 
procurement program. It is exciting 
and imaginative, constantly improv- 
ing, and growing at a faster rate 
than any other process. Its versa- 
tility insures quality printing on a 
wide variety of materials. Its flexi- 
bility permits quick changes in 
design composition. Its economy is 
unequalled. 44 


Tru-Ray Samples Offered 
By Riverside Paper Co. 


Riverside Paper Corp., Appleton, 
Wis., is offering a folder containing 
samples of its new Tru-Ray Mimeo 
paper for use in special mailings, 
broadsides, inserts and bulletins. 

Three processes are used on the 
stock shown in the folder. Head 
and illustration are by offset, the 
body is printed by mimeo and color 
identification by letterpress. 

Colors are red, orange, Mandarin, 
yellow, chartreuse, emerald, tur- 
quoise, purple, salmon, rose, light 
green, sky blue, orchid, blue, tan, 
brown, and autumn brown, gray, 
scarlet, smoke gray and white. 

The paper is suitable for small 
offset, letterpress and mimeo. 

+ « « for more details circle 903, page 129 





IS THIS SAMPLE BOOK IN YOUR FILE? 


Or is it on your desk, ready for action? If you 
don’t own a copy of this useful book, just call 
your Hammermill Merchant. Or write directly, 
on your business letterhead, to Hammermill 
Paper Company, 1469 East Lake Rd., Erie 6, Pa. 


HAMMERMILL BOND 
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HOW TO PREPARE A 


It’s no easy job to get out 
a portfolio on how an issue 


‘ASE HISTORY *="""* 


EXHIBITS 


A. Wire from Editor Ted Patrick to Editorial Director Harry Sions 
B. Report of initial planning meeting on New York issue 
C. Report of second editorial staff meeting 
D. Schedules listing editorial content 
E. Report of third editorial staff meeting 
F. Biographical sketches of contributing writers 
G. 
through—Aubrey Menen-Harry Sions correspondence 
K. 
L. Copy of letter from William Morris Agency to Sions 
M. Copy of editorial comment sheet on Menen article 
N. Final Menen manuscript after editing 
0. Who did what on the New York issue 
P. Peter Lyon’s “approach” to capsule history of New York 
Q. Copy of letter from MCA Artists to Sions; note from Lyon to Sions 
R. Author's galleys of Lyon article 
S. Copy of letter from Lyon to Assistant Editor Ruth Graves 
T. Copy of letter from Senior Editor Loring Dowst to Lyon 
U. Copy of letter from Lyon to Dowst 
V. Copy of letter from Picture Editor Louis Mercier to Robert Moses 
W. Copy of Robert Moses photograph in New York issue 
X. Copy of Helen Hayes photograph in New York issue 
Y. Copy of New York cover 
1. 
through—Copies of four rejected covers 
ce. 





By Allen Sommers 


Some 3,000 journalism teachers throughout the coun- 
try were overjoyed recently when they received a 
bulky package from the Educational Bureau of The 
Curtis Publishing Co. In the kraft paper wrapping was 
a red, black and white folder entitled “Case History of 


the New York Issue of Holiday.” 

Inside the folder was a fascinating collection of notes, 
reports, letters, proofs, copies of original scripts with 
editors’ notations, reproductions of covers for the Oc- 
tober 1959 issue which were rejected, etc. 

In any case, here was a living text for journalism 
students, describing how the editors of Holiday planned 





(BUT TRUE). 


You can’t 
pop corn on 
an ice cold 

griddle . 


And you can’t 

print corn (or ad- 

vertising material) 
without a red hot 
team in the middle. 


Here, at Dismar our 
red hot team of expert 
craftsmen are produc- 
ing unique offset, letter- 
press and silk-screen work 

with quality “high as an 
elephant’s eye!” 


We've got an eye-POP- 
ping collection of im- 
printed novelties, dis- 

play material and 
die-cut direct mail 
pieces, too. 


For a free sam- 
pling and prices 
of Dismar’s 
dazzlers, write 

today to: 


Main Office and Plant: 
N.W. Cor. A & Clearfield Sts. 
Philadeiphia 34, Pa. 


New York Office: 
1270 Broadway, N.Y. 1, N.Y. 
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and created this single issue on 


| one city. 


Such comments as these arrived: 


| “The Case History of the New York 
| issue of Holiday magazine has stirred 


more interest and enthusiasm in my 
journalism classes than anything 
else I have ever presented .. . 

“Your editorial case history .... 
is worth 10 lectures and two field 
trips.” 

“The Holiday case study is a won- 
derful educational tool and it pro- 


motes respect for Curtis publica- 
tions.” 


> The case history started in July, 
1959, when Ted Patrick, editor of 


| Holiday, announced that magazine 


would devote its entire October is- 
sue to New York. Robert K. Far- 
rand, vice president and director of 
public relations at Curtis, suggested 
to Mr. Patrick that this single-theme 
issue might make an excellent case 
history, since by its very special- 
ness it would show clearly how a 
regular monthly issue of Holiday is 
put together. 

The case study, as Mr. Farrand 
envisioned it, would tell how the 
editors of Holiday planned and cre- 
ated this issue. It would also give 
something of the backgrounds of 
leading writers who contributed to 
the issue, and the editors who 
planned it and pieced it together. 


| This would make an excellent pub- 
| lic service by Curtis, but more: 


It could be integrated into the 
publisher’s long range public rela- 
tions program; it would serve to 
keep the Holiday name before the 
key college public, it would culti- 
vate current and future readers; it 
could possibly cultivate future con- 
tributors and possibly future media 
men; it would be a prestige piece for 
the magazine and its space sales 
force; and it would be a marvelous 
means for publicity. 

Mr. Patrick liked the idea, and 


| Mr. Farrand assigned Hank Hamm 
| to write the case history. Mr. 
| Hamm is manager of special proj- 


ects at Curtis. 
“Since 1947,” Mr. Farrand said, 
“we have published other case his- 


| tories based on a particular article 


or ad campaign, but this would be 
the first time we produced a study 


| covering an entire issue of one of 


our magazines.” 


‘> Mr. Hamm started the project on 
| August 10, 1959. He interviewed as- 


sistant to the editor Al Farnsworth 
on the over-all planning and sched- 
uling of the issue. He talked with 


| editorial director Harry Sions on the 
| concept of the issue and art director 
| Frank Zachary on layout, design 


and photographic selection. He also 


Author’s Revise . . . One complete article 
was included in this form in the kit. It 
was a set of galleys with the research 
editor’s queries and the author’s com- 
ments. His reply, point by point, was 
also included in facsimile. 


interviewed other Holiday staffers, 
including senior editor Loring 
Dowst, picture editor Louis F. V. 
Mercier, art editors Stephen Biggs 
and Louis Glessmann, and assistant 
editor Ruth Graves. Also, Mrs. M. 
A. Callahan, of the Holiday library, 
who did research on writers who 
contributed to the New York issue. 

After talking with the editors, Mr. 
Hamm pored over all the corre- 
spondence, reports, manuscripts and 
galleys and from all this material 
selected 29 exhibits that showed 
how the issue was planned and cre- 
ated. 


> The exhibits selected for the study 
included a copy of the report of in- 
itial and subsequent editorial staff 
meetings, schedules showing the 
changes in editorial content, editor- 
author correspondence, the final 
manuscript of the lead article after 
editing, and author’s galleys. Other 
exhibits showed graphically the 
thoroughness with which articles are 
worked over before they reach the 
pages of Holiday. Still others showed 
four rejected covers and the ac- 
companying description told why 
these designs did not meet Holiday 
standards. Also included were bi- 
ographical sketches of the writers 
who contributed to the New York 
issue and the editors who planned 
and produced it. 

Mr. Hamm completed the job on 
September 15, 1959, and turned the 





PHIL SILVERS, CBS-TV STAR 


Raking it in? If not, here’s a neat idea that might let you clean up. Call the boss’s 
attention to these facts. As the world’s largest enamel printing paper specialist, 


Consolidated offers finest quality for less. By specifying Consolidated Enamels for 
brochures, sales folders and other printed pieces, he can cut costs without sacrificing 
quality. Get free test sheets. Have your printer test them on your next printing 
order, comparing quality, performance, % 

costs! Then get yourself a bushel basket. oresokdeteak 
Available only through your Consolidated Paper Merchant 


WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. - Natl. Sales Offices, 135 S. La Salle St., Chicago 


September 1960 + Qi + 105 





MOST PRACTICAL QUICK-CHANGE 
PORTABLE DISPLAY EVER DESIGNED 


WRC a 


WITH 
ACCORDION 
FOLD BASE 


For Sales Meetings 
Sale Counters 
Reception Rooms 
Presentations 


3= screen of 
for hanging print as desired 


The N, Y. Times, Newsweek and others select 
Picturest for their advertisers. Protects and 
enhances ads, layouts, photos, illustrations, 
etc. under acetate. 


PRICES: (net fob NY) 91/2"x12", $10.80 doz. 
12”x15", $14.40 doz. Samples $1.25 ea. In 
grey or blve. Made to any size, color or 
material; with or without printing. 


OG0Go0eo GO 


Creative Binders for Advertising & Selling 
318 W. 48th St., New York 36 * PL. 7-5950 


VE wae 


RADIANT COLOR CO. 
830 Isabella St.. Oakland 7. Calif 
461 W. Erie St., Ct elie 


ren Ta aan Pee 


106 + GRR - September 1960 





copy and exhibits over to Joe Rush- 
ton, manager of Curtis’ promotion 
production division on September 
21. The finished job was delivered 
on October 5 while the October is- 
sue of Holiday was still on the 
newsstands. The biggest problem 
was getting the history out while 
the issue was hot. 


> Copies of all scripts, proofs, etc., 
were made by offset in large quan- 
tities, but the big problem was col- 
lating approximately 300,000 sheets 
of paper. 

The two-color jacket containing 
the history was designed by Promo- 
tion Productions and printed offset 
by Frank D. Jacobs Co., Philadel- 
phia. The 12-page description was 
printed letterpress, also by Jacobs. 

The Holiday cover exhibit and the 
two 4-color illustrations (Helen 
Hayes and Robert Moses) were 
printed by Curtis Job Press. All 
other exhibits were printed offset 
by Goodway Printing Co., Phila- 
delphia, which also collated the ex- 
hibits. 


> Sample copies of these case his- 
tories may be obtained, as long as 
the supply lasts, by writing to Miss 
Grace Hussie, manager, Education- 
al Bureau, The Curtis Publishing 
Co., Independence Square, Phila- 
delphia 5. 44 


Diecut Used by Two 
Firms in Catalogs 


The diecut has now been used by 
two more divisions of business activ- 
ity, farm machinery and trading 
stamps, as an attention-getting de- 
vice and an explanatory technique. 


© Top Value Stamps, 126 S. Ludlow, 
Dayton 1, Ohio, has used the diecut 
on the cover of its 100-page, four- 
color catalog. The cover shows the 
outside of a house with the window 
diecut. Through the window you see 
a husband and wife and their small 
son. Once the cover is lifted it is 
apparent that the trio are standing 
in their living room, a room furn- 
ished with items obtained through 
the use of Top Value stamps. 


® The New Holland Machine Co., 
New Holland, Pa., has included two 
“cutaway” pages in its new 12-page, 
four-color catalog on its Series 60 
hay balers. Various features of the 
Model 69 Super Hayliner, deluxe 
model of the series, are shown on 
the pages alone, and as the page is 
turned, on the machine itself. The 
diecuts, specially shaped to fit the 
machine, act like a cutaway illustra- 
tion, each turning of the page effec- 


tively removing a layer. On the final 
full page the features are identified 
by number corresponding to more 
detailed illustrations at the bottom 
of the page. 44 


Brochure Explains 
Sta-Hi Color Aids 


Many publicity efforts and mer- 
chandising campaigns have had dif- 
ficulty because few of the 500 news- 
papers running full color in the 
United States and Canada are 
equipped to make process color en- 
gravings and color mats. 

Among the firms that have evolved 
procedures to meet this situation is 
Sta-Hi Color Service Inc., Fullerton, 
Cal. In a four-page, illustrated bro- 
chure, issued by the company, it is 
explained how Sta-Hi Colormat 
Service enables publicity executives, 
for example, to make their full- 
color photography and/or art avail- 
able to newspaper editors across the 
country simultaneously in direct- 
casting color mat form. 

The brochure also explains how 
Sta-Hi produces three-color proc- 
ess engravings from color trans- 
parencies or art, sends preprint 
proofs to editors, permitting each 
to choose from the offered illustra- 
tions and arrange them to page 
sizes and layouts. 

Copies are available. 

- for more details circle 912, page 129 


Part Newsprint, Part Foil 
Newspaper Page Printed 


A new kind of newspaper ad, a 
full page printed partly on regular 
newsprint and partly on aluminum 
foil, appeared in a recent issue of 
the Milwaukee Sentinel. 

The advertisement, produced by 
the Sentinel in cooperation with 
Reynolds Metals Co., promoted uses 
of Reynolds Wrap for outdoor 
cooking with charcoal grills and 
boxes of the aluminum foil depicted 
in six colors on the foil strip. 

The Sentinel, working with foil 
strip previously laminated to paper 
at the Reynolds gravure plant in St. 
Louis, had five columns of standard 
newspage to fill, the foil covering 
the other three. The five columns, 
printed in red and black as a regu- 
lar press operation, was an adver- 
tisement featuring uses of the prod- 
uct. 

The mechanical problem involved 
was to get the foil to adhere to the 
newsprint during a normal high 
speed press run. This was solved 
for the Sentinel by its pressroom 
superintendent, Ray C. Bryant, 
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On the Press . . . Pressroom employes of 
the Milwaukee Sentinel check the bond 
between the foil strip and newsprint on 
Reynolds part-foil, part-newsprint ad. 


working under the direction of 
Henry C. Gronkiewicz, business 
manager. 

According to Mr. Gronkiewicz, 
“we experimented with many types 
of adhesives before we found one 
that would permit us to bond a pre- 
printed foil advertisement to a 
newspaper page at a high speed, 
without buckling, or without show- 
ing through on the back of the 
page, since both sides of the page 
must be printed. With the adhesive 
we developed, we are able to get 
perfect results even at speeds up to 
45,000 per hour.” 

The process used by the Milwau- 
kee Hearst paper could also be used 
to attach pre-printed advertise- 
ments on acetate, wax paper, fab- 
rics such as cotton, rayon, nylon, 
etc., as well as better grades of pa- 
per including enameled stock. 

In answer to questions, Reynolds 
officials said that interpretations of 
postal regulations in 1954 cleared 
the way for second class mailing of 
publications with foil inserts, pre- 
viously taboo unless mailed fourth 
class. Reynolds, the officials said, 
was the first to take advantage of 
this, running a bright four-page 
insert in March, 1954, issues of busi- 
ness magazines. 44 


Goes’ Bordered Blanks 
Featured in Catalog 


Goes Lithographing Co., Chicago, 
has issued a 16-page catalog show- 
ing the bordered blanks developed 
by the company. 

These blanks have use as guar- 
antees, certificates, membership pa- 
pers, warranty contracts, copyrights, 
coupon sheets, free offers and other 
official-appearing functions. 

+ for more details circle 913, page 129 
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Author & Projector 
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. « The author and producer of Smith & Loveless’ first motion pic- 


ture production shows how the film will look to prospects who will see it in their offices. 


Every once in a while 
it pays to make your 
own movie, and here 
is one of those times. 


When ‘do-it-yourself works 
in motion picture production 


By Art Parchen 
Advertising Manager 
Smith & Loveless Div., 
Union Tank Car Co. 
Lenexa, Kan. 


I don’t know how you felt about 
the “do-it-yourself” craze when it 
swept the country a few years back. 
For some it was an orgy of smashed 
fingers and projects that were never 
finished; to others, it was a wonder- 
ful outlet for physical energy. But 
as far as industrial photography is 
concerned, you can chalk up one 
large “do-it-yourself” vote for me. 

For when our company won an 
Exceptional Merit award, the top 
honor in its class at the 1959 Ideas 
for Home Builders contest, spon- 
sored by the joint committee of the 
Producers’ Council Inc. and the 
National Assn. of Home Builders, it 
was a tribute to a program of movies 
that we made ourselves. 

While we were pleased with the 


award, the real yardstick by which 
industrial movies are measured is 
what the pictures have done for 
the company. Our award-winning 
movie on factory-built sewage lift 
stations has paid off for us in good 
customer reaction. It has proved to 
be a wonderful public relations 
tool — it is shown to all plant visi- 
tors. It has a training use, all new 
employes see it and learn about our 
products. It has an external use. It 
is shown at engineers’ meetings, 
conventions and in classrooms. 


> Another interesting aspect of the 
movie was its contribution to the 
recent merger between Smith & 
Loveless and Union Tank Car Co., 
Chicago. The movie enabled the 
board of directors of the Chicago 
concern to inspect the Smith & 
Loveless manufacturing plant right 
from their own conference room in 
Chicago. By viewing the film, they 
were able to see the manufacture, 


operation, design features and in- 
stallation of Smith & Loveless fac- 
tory-built sewage pump stations 
and how they are used in municipal 
and suburban developments to raise 
sewage to a higher level or treat- 
ment facility. 

The foundation for our movie 
program was laid by B. Alden 
Smith and Compere Loveless, found- 
ing partners of Smith & Loveless. 
Both men are good amateur pho- 
tographers but the demands on their 
time to manage their fast-growing 
company held back the movie pro- 
gram. Then they decided to expand 
their advertising program and to 
hire a full time advertising manager. 
They hired me and encouraged me 
to go on with the movie program, 
despite the fact that I had no pre- 
vious experience with a movie 
camera. 


> When I wasn’t handling the com- 
pany’s expanded national advertis- 
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“I always find 
creative helps in 
Ad Requirements” 


says JAMES P. INCE 
Director of Public Relations and Advertising 


American Hospital Supply Corporation 


Mr. Ince and the American Hospital Supply Corporation are 
typical of the advertising-sales promotion professionals and im- 
portant buyers of advertising products and services you reach in 
the pages of Advertising Requirements. 


With 4 operating divisions and 21 wholly-owned subsidiaries, 
American Hospital Supply does business on a world-wide scale 
to the tune of almost $100,000,000 annually —and includes 
among its customers more than 95 per cent of the hospitals in 
the U.S. Mr. Ince’s department spends over $500.000 on adver- 
tising and sales promotion activities yearly, most of which is al- 


located for public relations and sales promotion materials. 


Included in the AHS graphic-arts budget are expenditures for 
an 800-page, hospital-supply catalog distributed to 24,000 hospital 
executives; a 1,000-page, laboratory-supply catalog prepared for 
10,000 customers; and monthly sales bulletins (totaling 36 pages) 
directed to more than 60,000 buyers. In addition, Mr. Ince and 
his associates carry out a year-round program of monthly mail- 
order promotions. The advertising department also counsels the 
company’s sales and merchandising departments on product dis- 
plays and convention exhibits, as well as on the design of sample 
kits and packaging and labeling. 


Mr. Ince started his business career with the Associated Press in 
Des Moines. Before joining the American Hospital Supply Cor- 
poration at Evanston, IIL, in 1957, he held the post of director of 
promotion and research at the Omaha World-Herald. 
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ing, I familiarized myself with cam- 
era techniques and equipment. With 
the help of Mr. Smith and Mr. 
Loveless, I completed the story out- 
line, script and filming schedule for 
the first 20-minute movie within 
my first three months on the job, 
but I soon realized the task was too 
much for a “one-man” advertising 
department. I advert: ed for a secre- 
tary and assistant to handle our 
department’s correspondence, the 
scene-by-scene records and to assist 
in the lighting and filming. I found 
both in a hometown girl, Mrs. 
Harold Newkirk of Lenexa, which, 
incidentally, is a suburb of Kansas 
City. She, too, had no previous pho- 
tography experience, but what the 
two of us lacked in movie-making 
know-how, we tried to make up 
with enthusiasm. 

We started to record the script 
on 16mm Kodachrome movie film. 
The filming became a trial-and- 
error adventure that we tried to 
solve on a day-by-day basis, retak- 
ing scenes as we went along. It took 
a lot of study and hard work, dotted 
by many failures on in-plant scenes 
that were difficult to light. Looking 
back, I can say we had the most 
difficulty, as far as camera shots 
were concerned, with the pan shots. 
Undoubtedly this was because we 
were working with a tripod with a 
friction head which did not operate 
properly. We were able to overcome 
this by buying a geared head to 
smooth out the pan shots. 

Not only did Mrs. Newkirk and I 
take the movie, we even tackled 
the painstaking animation for the 
film to show the operation of the 
company’s products. This presented 
a lot of problems, as I’m sure those 
of you who are experienced film- 
makers would anticipate. We filmed 
all the animation scenes in the plant 
offices from original artwork by a 
local artist, Myron Holman, whose 
cross-section artwork of Smith & 
Loveless products has long been 
considered a new concept in the 
sewage and industrial wastes field. 


> The planning, timing and filming, 
frame by frame, of the six complete 
animation sequences was one of the 
most difficult aspects of the entire 
movie program. It was delicate, 
painstaking work which we accom- 
plished under crude drawing board 
conditions. We locked in the anima- 
tion artwork by clamping it to a 
drawing board and taping an ace- 
tate overlay over the artwork. We 
lighted it by putting spotlights on 
either side of the work, at an angle. 
We set the camera on a tripod, as 
close as possible to the artwork, 
using the zoom lens to frame the 





artwork from approximately three 
and a half feet. 

The flow of sewage through the 
station in four of the animation 
sequences was done by painting the 
sewage flow on the acetate overlay 
over the drawing and recording the 
flow frame by frame as required 
to complete each phase of the ani- 
mation sequence to the proper tim- 
ing. The animation was pre-timed 
to the script of the movie. 

In less than a month of filming, 
a preview movie was prepared for 
a special showing at the monthly 
meeting of the New York Sewage 
& Industrial Wastes Assn. All of 
the editing of the preview film was 
accomplished at the Smith & Love- 
less plant, including a magnetic- 
tape sound track with musical back- 
ground. Alden Smith narrated the 
preview film and presented it in 
New York. 


> Following the preview, many new 
scenes were added and many of the 
scenes were retaken, including all 
of the animation scenes. These 
scenes were retaken to improve 
timing and to correct focus and 
lighting errors. In the six complete 
animation sequences, at least one 
of the above corrections had to be 
made after the initial filming was 
completed. If time had permitted, 
the animation could have been im- 
proved even more by a second re- 
take under improved conditions. 

Finally, the improved film was 
completed and ready for distribu- 
tion to Smith & Loveless sales rep- 
resentatives all over the United 
States and Canada. Laboratory and 
technical services for the film, and 
professional assistance in the final 
editing, were supplied by the Calvin 
Co., Kansas City. The final film was 
narrated by a local television an- 
nouncer, Jim Lantz. 


>In case you are thinking of a 
similar project, here is the equip- 
ment we used in making our movie: 

Two 16mm movie cameras: a 
Kodak K-100, three-turret camera 
with standard, wide angle, and tele- 
photo lenses; and a Paillard Bolex 
H-16 Reflex camera with zoom lens. 
For lighting, we used a four-place 
lightbar (usually on the tripod with 
the camera) with 375-watt photo 
EBR GE lamps; a Senior Colortran 
Converter with two Groverlite Sen- 
ior, five-bulb color floodlights and 
a Masterlite Convertable nine inch 
diameter spotlight. 

All of this equipment was pur- 
chased by our company. It is our 
feeling that, since our movie pro- 
gram is to be a continuing project, 
it is best to use our own equipment 
rather than rentals. Purchased 
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Naturally! The big question 
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Point-of-Sale advertising program. Drop us a 
line .. . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 
No obligation, of course. 


the MEYERCORD co. 


Dept. R-207, 5323 West Lake Street, Chicago 44, Illinois 
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equipment is available at all times, 
and you can get to know your 
equipment better. For instance, we 
found that the results from the two 
cameras varied considerably under 
tests when the same aperture open- 
ing was used on identical lighting 
conditions, using the same type of 
film (Kodachrome Type A _ with 
filter). We found, for instance, that 
an aperture opening of f.4 on the 
Kodak K-100 was equal to an aper- 
ture opening of £.3.5 on the Bolex. 
Apparently, the zoom type lens on 
the Bolex had an effect on the 
amount of light reaching the film 
and required a larger aperture 
opening to equalize with the K-100 
under the identical light conditions. 

Because of these variances, and 
the fact that rental equipment is not 
always consistent or readily avail- 
able, we would recommend that all 
equipment for a movie program 
such as ours be purchased rather 
than rented. 


>In citing the Smith & Loveless 
movie program, the contest judges 
gave special praise to our method 
of showing the movie to prospective 
customers. The film is shown on a 
special-built, continuous projector 
which requires no external screen 


ae 
Smithcrafted 
SRD 


and will run without rewinding or 
re-threading the film. It looks like a 
portable television set, is as easy to 
carry as a piece of luggage, and is 
ideal for office calls on busy engi- 
neers, builders, developers and city 
officials. 

The projector, a Cinesalesman, is 
manufactured by the Busch Film 
& Equipment Co., Saginaw, Mich. 
Incidentally, the projection mech- 
anism within the continuous pro- 
jector was developed by the Calvin 
Co. 


> We shot 10,000 of film to get the 
758’ used in the final movie, but 
many of the scenes were filmed 
extensively beyond our needs in 
order that the additional film could 
be used in other anticipated pro- 
motional efforts. We were building 
a film library as we went along, 
film that could be used for short 
sales promotion efforts in the fu- 
ture; i.e. special films directed to a 
prospective buyer on a large project 
involving equipment such as that 
manufactured by our company. 

It would be easy for an AR reader 
who wished to duplicate our efforts 
in making his own industrial motion 
pictures to cut down on the amount 
of film shot by what I call time plan- 


This compact, easily handled, easily shown kit is designed 
to permit the on-the-spot sampling that builds sales. 
Designed by The S. K. Smith Company for Standard Screw 
Company, it furnishes an impressive setting for a distin- 
guished product. . . . Stanscrew Fasteners. 


For assistance in developing your sales-aids, call upon 
your nearest S. K. Smith Company sales offices. 


Illustrated Literature Available on Request 


THE S. K. SMITH COMPANY 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 
2857 NORTH WESTERN AVENUE, CHICAGO 18, ILLINOIS 


ihe 


CRAFTED 


OFFICES IN LOS ANGELES, CLEVELAND, AND NEW YORK 
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ning. By estimating the length of 
each scene ahead of time and in 
relation to the shooting script, it 
would be possible to conserve on 
the amount of film shot. We did 
not do this. We felt that it was just 
as economical to shoot “more than 
enough” film and cut for length 
during the final editing. 

We found it advisable to shoot a 
scene at two or three different aper- 
ture openings to assure proper ex- 
posure where lighting difficulties 
were incurred or anticipated — 
especially whenever duplication of 
the scene for a retake involved a 
great deal of time or expense. 

I have been asked if we had to do 
it all over would we still handle 
the assignment ourselves. The an- 
swer is yes. We're doing it. Right 
now we are in the process of pro- 
ducing another 20-minute film on 
our factory-built sewage treatment 
plant. We will call on the services 
of an outside producer to handle 
more of the animation in this new 
movie, but only because the anima- 
tion required is beyond the capa- 
bilities of our personnel and our 
equipment. 

We're sold on the idea of making 
our own industrial movies. 44 


Mobile Television Unit 
Rates Are Announced 


Giantview General Television 
Network, New York and Ferndale, 
Mich., has released a new ratecard 
covering use of its videotaping unit 
on location anywhere in North 
America. 

According to the company, the 
unit is the only one of its kind in 
the midwest and one of only two 
units with independent power sup- 
ply in the country. 

Package rates per day are quoted 
for the unit with recorder and two 
camera chain or with tape recorder 
alone. Package rate covers services 
of supervising engineer and other 
appropriate personnel. 

Copies of the rate card are avail- 
able. 


+ » for more details circle 907, page 129 


Sponsored Film Audience 
Described by Association 


In a booklet it has published en- 
titled, “How Your Film Can Reach 
the Viewing Millions,’ Association 
Films Inc. defines and describes the 
audience for sponsored movies in 
this country. 

The booklet explains that last 

«++ Continued on Page 121 





In the interest of reading 


A message from International Paper 


The advertisement on the following pages is the first in a series to 
encourage more reading among more people. The series has been ap- 
pearing in Fortune and The Reader’s Digest this year. It will be seen 
by an estimated 35 million people during 1960. 

This is one of the best ways International Paper knows to help 
support the printing and publishing industries. Industries whose books, 
periodicals and other printed material enrich our lives and keep us 
the best informed nation in the world. 
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“Send me a man who reads!” 


100 officers of leading U. S. companies read a total of 338 


magazines, 58 books, and 1,490 newspapers a week according 


to an independent survey conducted for International Paper. 


E asked 100 company officers, 
“How many magazines, books, 

and newspapers have you read in the 
past week?” The total of their an- 
swers: magazines, 338; books, 53; 
newspapers, 1,490. 

Then we asked 100 men in the same 
age group whose salaries had never 
quite reached $7500 a year. 229 maga- 
zines for them—and only 28 books. 
Phat’s about a fourth of a book apiece. 
Che conclusion is as clear as print. 

Men who read more achieve more. 

Universities have encouraged the 
habit of reading among businessmen. 
Courses are offered in the Great 
Books. Promising young men are en- 
couraged to take advantage of the 
printed page. Read Plato, they are 
told. Read Mark Twain. Read Shaw. 
Hemingway. Socrates. Make your 
own choice—but read! 


Men on an up escalator 


Since 1953, businessmen have been 
attending classes in the humanities 
at the University of Pennsylvania. 
And at Dartmouth and Williams, 
eight-week summer courses have 
been launched. 

The men who took these courses 
may make more money asa result. But 
what if their income failed to rise by 
a penny? They would still be wealth- 
ier beyond measure than they were 
before. For their interests have 
stretched galaxy wide—and will never 
shrink back. They have learned to 


take advantage of the knowledge pre- 
served by print on paper. 

Our factories and farms have made 
us the most prosperous of people. Our 
libraries, bookstores and newsstands 
have made us the best informed. 


20 billion newspapers 


Last year we put 800 million new 
volumes on bookshelves.We devoured 
a billion magazines—20 billion news- 
papers. 

We choose better books than we 
used to. In a few months we bought 
a half-million paperback copies of 
The Iliad; 800,000 of The Odyssey; a 
million of Wuthering Heights; 2 mil- 
lion of Shakespeare. 

Magazines have transformed them- 
selves to live up to this exacting audi- 
ence. They have dropped excess verbal 
baggage. They have united print, pic- 
tures and paper to create a new, more 
exciting language. 

The best of our magazines are su- 
perbly honest, whether the subject is 
religion, space travel, or labor racket- 
eering. They are exciting without be- 
ing cheap, inspiring without being 
maudlin. They are as grave as life— 
and as gay. 


Magazine sales up a fourth 
That is why magazine readers keep 
coming back. It is why magazine sales 
have gone up 25 per cent in just the 
past nine years. 

And worthwhile reading is not 
confined to books, magazines and 


newspapers. You may find an idea on 
the back of a matchbook that will 
change your life. You may find it on 
the side of a truck. Or on a flyer that 
came in the mail. Many of the most 
important suggestions you act on 
reach you through the printed word. 

No less than 75 per cent of all 
American advertising is now in print- 
ed media. Print sells. 


Reading is an active sport 


Unlike TV or motion pictures, read- 
ing is not primarily a spectator sport. 
To be sure, it can provide escape from 
reality. But to read profitably you 
need a clear road between eye and 
brain. If you keep the road clear, the 
rewards are beyond price. 

The significant ideas, events and 
personalities of history await your 
convenience on the printed page.You 
leave them when you wish, and when 
you wish you return. 

Words become servants. Your aware- 
ness is more intense, your pleasures 
more vivid. Your mind is more richly 
furnished. The printed page makes 
you heir to the wisdom of the ages. 

Read whenever you can—while you 
wait for airplanes, meals, haircuts, 
telephone calls. You will be the gainer. 


Free reprints 


For free reprints of this advertise- 
ment, suitable for schools and col- 
leges, write Education Department, 
International Paper, 220 East 42nd 
Street, New York 17, New York. 


@) INTERNATIONAL PAPER 


Manufacturers of papers for magazines, books and newspapers « papers for home and office use « converting 
papers + papers and paperboards for packaging « shipping containers « folding cartons + milk containers « multiwall 
bags « grocery and specialty bags and sacks * pulps for industry * lumber, plywood and other building materials 


PRINTED ON SARATOGA COATED BOOK, BASIS 80 
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Requirements 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 


630 THIRD 


AVENUE - 


NEW YORK 17, WEW YORK 


And the readers of Advertising Requirements are on the inside track 
of this “expert” business. 


As advertising and sales promotion executives, their jobs call for ideas 
—advertising ideas, promotion ideas, sales ideas, merchandising ideas, 
production ideas, publicity ideas. This is why they read AR. No dis- 
cussions on marketing theory, no pontificating on policy, no earth-shat- 
tering reports on top management decisions—just ideas, in editorial 
features and advertising pages alike. 


If you want to give ideas about your product or service to the men in 
this field who will spend the best part of an estimated $8 to $10 billion 
for advertising and promotion products and services, make sure your 
sales message is going to... 


The right men...at the right time...in the right mood 


Advertising Requirements 


PRINTING, PAPER & PLATEMAKING «+ DIRECT ADVERTISING > 

LAYOUT & TYPOGRAPHY + AUDIO & VISUAL AIDS + SHOWS & 

EXHIBITS + SIGNS & DISPLAYS + PACKAGING & LABELING + ART & 
PHOTOGRAPHY + PREMIUMS, PRIZES & SPECIALTIES 





year 60 million people saw Associa- | 
tion-distributed films, not only at | 
civic, business, religion, and hobby | 
meetings, but also in their homes | 


via television. 
Services of the company, organ- 
ized in 1911 by the International 


Committee of Young Men’s Chris- | 
tian Assns. and later incorporated as | 


an independent enterprise, are ex- 
plained. 

Copies of the booklet are avail- 
able. 


- for more details circle 908, page 129 


GE Debuts New Big 
Screen Projector 


An electronic large screen pro- 
jector, containing high-speed data 
acceptance, instantaneous display, 
color, maximum picture quality, 
high picture brightness and a wide 
range of image throw-distances, has 
been developed by General Electric. 

The new product is said by GE 
to have projection possibilities in 
the military, medical, educational 
and commercial fields. Called the 
Light Valve-Projection System, it 
has the ability to accept processed 
data or live television images and 
to project them so they can be 
viewed by hundreds, or even 
thousands, in a room with normal 
illumination. 

In this system of projection, a 
special control layer modulates the 
light from a high intensity xenon 
lamp. The optical characteristics of 
the control layer are changed by a 
beam from an electronic gun which 
is controlled by the input signal. 
Ordinary room lights are said to 
be adequate for working illumina- 
tion. 44 


Dick Offers Kit of 
Duplicated Projects 


A kit of 35 samples of materials 
run on the Model 320 Table-Top 
offset duplicator is being offered by 
the unit’s manufacturer, A. B. Dick 
Co. 

Included in the kit are office 
forms, bulletins, letterheads, news- 
letters, a greeting card, tickets, sys- 
tems paperwork, and other repre- 
sentative materials. 

Copies are available. 

- for more details circle 909, page 129 


Winning Commercials 
Described in Folder 


A folder has been prepared by 
Robert Lawrence Productions, New 


What is an Advertising Specialty? 


An Advertising Specialty is any useful 
article, generally imprinted with the name 
and message of the advertiser, and 
distributed without condition of sale, 


to customers and prospects. 


What are the unique values of 


Specialty Advertising? 


Specialty Advertising . . . 
@ Pinpoints Advertising 


@ Maintains Continuous Contact 
with Customer and Prospect 


@ Makes A Lasting Impression 


@ Builds Customer Loyalty 


A/DVERTISING $/PECIALTY N/ATIONAL A/SSOCIATION 
1145 NINETEENTH STREET, N.W., WASHINGTON 6, D.C. 


Se, 
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rat look for this emblem in the Yellow Pages 





CONVERSATION Critical viewing of color proofs should 


PIECES not be done under a fluorescent light 

ae source. Such illumination will subtract 

PRODUCTION from the magenta primary to a serious 

aaa degree resulting in an unsatisfactory 
balance of all colors. 


iis 


HUTCHINGS & MELVILLE, Inc. 
custom photoengraving 
4043 N. Ravenswood Avenue, Chicago 13 


Expert pre-correction in correlation with powderless etching of copper originals 
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COMPACT UNIT FOR 
SOUND AND SIGHT 


THE DESK TOP SALES THEATRE... 
Demonstrates your products, displays your serv- 
“ices visually—AND .narrates your story dra- 
matically .. . Assures interest, leaves a lasting 


impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 


e Handles up to 12” records (20 min. play at 3314 
rpm without turning records) « High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing « Pre- 
cision optics « One knob framing with click stops e 
sree space for records, film strips, etc. « AC, 
110/120v « Overall 19” x 13” x 51/2” e Abt. 15 Ibs. 


e Fully guaranteed. ONLY $98.50 
«+» for those who do not require sound: 


C.0.C. “EXAMINER” ONLY $59.50 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


for economical 
slide demonstrations: 


COL 
EXECUTIVE 


PROFESSIONAL 
PRESENTATIONS, 
— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


e Precision optics « Patented 8” x 8” Lenscreen for 
wide angle viewing « Holds up to 3 magazines (36 
slides ea.) for indiv. or sequence showing e Rugged 
aluminum unit « AC-DC, 100-125v. Only 6 | 


$69. 50 
Used by leading corporations & institutions! 


WRITE NOW for illustrated literature “ADR” & 
name dealer nearest you! 


C:O- 


es E LEAS 


RPO ATOM Vl 
Long Island City 5, N. Y 
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York, telling of the awarding of 
seven first prizes and two honorable 
mentions to the company in the 1960 
judging at the American Television 
Commercials Festival. 

First place citations went to Law- 
rence for its work for Nugget Shoe 
Polish, Coca-Cola, Minneapolis Gas 
Co., Lyons Tea, Lestoil, Rice Krisp- 
ies and Chevrolet. 

The company has assembled the 
prize-winning commercials in a 16 
mm reel, described in the folder. 
Copies of the folder are available. 

. for more details circle 910, page 129 


Government Films for 
Industry Are Listed 


United World Films Inc., New 
York has issued a 1960-61 booklet 
listing titles and descriptions of U.S. 
Government films for industry 
available for purchase. 

Titles of special interst to our 
readers include “Introduction to 
Automatic Data Processing;” “Mr. 
Stuart Answers the Question,” a 
film on modern selling problems; 
“Merchandising Fresh Fruits and 
Vegetables;” “The Basic Camera;” 
and “Take a Letter Please,” a film 
on the proper way to dictate a let- 
ter. 

Copies of the United World Films’ 
booklet are available. 

. for more details circle 911, page 129 


An WE Addendum 


AV Tutor by LaBelle 


Inadvertently omitted from last 
month’s report on desktop film- 
strip projectors was LaBelle’s Tu- 
tor. Available in either reel or 
cartridge models. Please add the 
following information to the chart 


on page 82 of our August issue. 
LaBelle Industries 


Oconomowoc, Wis. 
A V Tutor 
28 Ibs. 
14x15x81/." 
model) 
14x131/4," 
$269.50 


Screen in lid 


Manufacturer: 


| Model: 
Weight: 
Case Size: (cartridge 
Screen Size: 
Price: 
Notes: of case; 
recorder not included in unit. 
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QUANTITY 


Photos Sell 
MODELS 


They couldn’t mail a Model, so they 
sent a glossy photo. If you can’t 
send your n1 send a photo. 


8 x 10 VA aXe 
tale eles 

GLOSSY poe 
PHOTOS 
QUANTITY Photos will sell for 
you, because they are QUALITY 
Photos. 

8 x 10 GLOSSY PHOTO PRICE LIST 
Number 12 | 25 | 50} 100 
Price ea. | 20c | 15c | 12¢c | 9%ec 

Write for complete Price Catalog 


QUANTITY PHOTO CO. 
113 W. Hubbard St. * Chicago 10, Ill. 


Telephone SU 7-8288 





VISUALIZERS 


nds. 

times enlargement or reduction. 

‘AL UPRIGHT VISUALIZER & 

|. For limited floor space 

yet full size working area. Floor 

space only 27”x29", height 43”. 

4 times enlargement or reduc- 
ion. 


LL ANGLE VISUALIZER. 
it, 

tloor space, yet 
portant features of larger model. 

Send for Catalog G 
LACEY-LUC! PRODUCTS, INC. 
31 Central Ave. * Newark 2, N. J. 
DEALERS: Choice Territories Open 


IZER. 
Fits on top of desk. port- 
able. Work area a , times 
enlargement or reduction 


VISUALIZERS FROM $177 uP 

WANTED 2:5 
4 OF DECALS 

RUBBERCAL® (plastic decal) is permanent, 

waterproof, tough. Applied without water in 

any kind of weather. You save many ways. 

Write for free samples and estimate — today. 


MULTI-COLOR paocess < COMPANY 
321 SO. QUINCY « 





Advertisers Buying Guide 
SYNDICATED 
HOUSE 


ORGANS 
in AR for October 





TV Showings a Target of 
This Sponsored Picture 


A movie titled “Today’s Homes: 
A Special Report” encourages the 
public to invest in new homes or 
home moderation before undergo- 
ing other major expenditures. 

The film was made by Dallas 
Jones Productions Inc., for the Celo- 
tex Corp., the latter working in 
cooperation with the Natl. Assn. of 
Home Builders, Natl. Retail Lum- 
ber Dealers Assn., Home Manufac- 
turers Assn., United States Savings 
and Loan League, Natl. Assn. of 
Mutual Savings Banks and Natl. 
Assn. of Real Estate Boards. 

One hoped-for outlet of the pro- 
duction is television and as such the 
15-minute film is an example of 
how the commercial interests of the 
sponsors are handled so that, while 
they are still served, the film can 
be shown as a non-commercial 
product on tv. 

The technique should be of in- 
terest to people in all fields of sales 
promotion. Requests for prints 
should be directed to the Celotex 
Corp., 120 S. LaSalle St., Chicago 3. 

ES. 


Gravure Process, Uses 
Explained in Picture 


A guide to gravure is offered in 
the color film, “Key to Merchandis- 
ing,” a 16mm effort produced for 
the Gravure Technical Assn. by 
U.S. Productions Inc., in association 
with Film Counselors Inc. 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit their films for re- 
view. 


The guide, like most guides, tries 
to please and the picture steers 
away from the problem of costs. In- 
stead, it stresses benefits. It tells the 
story of gravure as a process for 
high speed printing. It shows how 
gravure can give color of vivid im- 
pact and how it catches the exact 
detail of monotones and duotones. 
And it shows how well gravure han- 
dles such difficult assignments as 
printing on cellophane, printing on 
foil, and printing with metallic inks. 

There is an explanation of the 
gravure process, starting with the 
explanation of how the image is be- 
neath the surface in this process 
and then continues through the rest 
of the gravure alphabet. 

This film should be of interest to 
people concerned with various as- 
pects of packaging, printing of tex- 
tiles, linoleum, wallpaper, plastic 
and those affiliated with mail-order 
catalogs, calendars, book jackets, 
magazines and Sunday supplements. 
But the interest had better be there, 
for this motion picture runs for 27 
minutes, a sleep-inducing length for 
those without a basic reason for see- 
ing it. 

Requests for prints and showing 
should be directed to the Gravure 
Technical Assn., 30 Rockefeller 
Plaza, New York 20. R.B.K. 


Sales Meeting Too Tense? 
Relax With Gooney Bird 


“The Gooney Bird,” a delightful 
20-minute movie which has nothing 
to do with sales promotion or ad- 
vertising, was sent to AR for viewing 
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PETROLEUM 


MARKETERS 


OCT. 25, 26, 27 


Knoxville & Gatlinburg, 
Tennessee 


The annual Plasti-Line 
Sign Clinic has become 
the meeting of the year to 
every man concerned with 
trade-mark identification 
at the point-of-sale. This 
is the 10th consecutive year 
for these exciting events. 


Attending, by personal 


sexs 
” 

WuCeess 
Se 


Plasti-line inc. 


Knoxville Tennessee 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 
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a P&A buyer 


is a PeA salesman, for he is well pleased with 
P«A quality, service, and product variety. He 
becomes a salesman by often voicing approval 
of Pe A. We can think of no better endorsement. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS, R.0.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


____ Where do you get BETTER SERVICE than at P& A?____ 





keep moving with 


ROBERTSON METAL SIGNS 


Indoor or outdoor, these colorful signs can guide 
customers to your products. All sizes, shapes and 
styles plain or reflectorized. Volume production! 


ROBERTSON 
SIGN COMPANY 
15 N. Lowry Avenue 
Springfield, Ohio 


Reach Your Typographic Level 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


~Sp Here is the one art and layout service 
thet provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ oo to cover mailing 

“== cost brings you 
— The Complete Current Issue 
This issue is yours to use and keep, with no 
strings attached — our way of saying “‘try it 
and benefit’’. No obligation. No salesman. 
Due to its expense, this opportunity must 
be limited to those whe have not received 
@ free issue in the last six months. 
Attach one dollar to letterhead and mail today to a 


MULTI-AD SERVICES, INC. - 126 WALNUT STREET - PEORIA, ILLINOIS 
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as a result of a published letter (AR, 
Feb. p. 14) asking for information 
on humorous films which could be 
shown at sales meetings. 

This film fills the bill, we think, 
providing—before you show it—it is 
made clear to the earnest salesmen 
in the room that the film is about 
the hilarious bird that invades Mid- 
way Island at nesting time, and not 
sales promotion. 

If you don’t, the audience may 
miss some of the fun by waiting for 
the spot in which it links itself to 
the selling field. 

The film has some very good 
photography showing the birds in 
flight and their hilarious landings. 
This can’t equal, though, the won- 
derful ending showing the young 
birds trying to fly as the narrator 
gives them conning tower instruc- 
tions. 

If there is a fault in this film, it’s 
in the music which is too mechan- 
ically contrived to fit the actions of 
the birds. This “Mickey Mouse” 
technique confuses the listener at 
times as to how much actual noise 
the birds are making. 

The film was produced by Solana 
Studios, Naples, Fla., for Evinrude 
Motors. It is available on a free-loan 
basis through Evinrude dealers. 

B. M. 


Guys and Dolls Cavort 
In Telephone Musical 


Quite a few sponsored movies 
have a no-nonsense, nuts-and-bolts 
quality to them as the sponsor puts 
his most commercial foot forward. 

This type of film is used to convey 
the same message the sponsors’ 
salesmen deliver in their personal 
calls. On the other hand, there are 
sponsors of movies who want their 
films to take on the characteristics 
of entertainment with pretty girls 
showing their pretty legs as they 
twirl around the set with chorus 
boys who flash toothpaste grins at 
you just like they do in the MGM 
bigtime. 

In “Cash On Your Line,” the Bell 
Telephone System and Dramaturgy 
Inc., the producers, take the second 
approach. Object of the movie is to 
show florists how they can get more 
business by telephone selling and 
promotion. 

This is an ambitious effort. It runs 
30 minutes in technically perfect 
color. It features a semi-name star, 
Stubby Kaye, a fat Phil Silvers. It 
has original music and_ chore- 
ography. 

This type of musical movie has to 
be very good because it invites 
comparisen with the short subjects 





How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 


Money, Prevents Errors 


Simple to operate — Type or Write on 


Cards, Snap in Grooves 


Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


Made of Metal Compact and Attractive. 


Over 500,000 in Use 


Ful price $4.Q°° with cards 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 


Without Obligation 


‘Sterling Bell’ by 
Hartland for 3D 
point of displays for 
Sterling Brewers, 
Inc 


“Ted Williams’ by 
Hartland in P.O.P. 
by Trans World Dis- 
plays, N.Y.C 


Point OF PuRCHASE 


Outstanding hand decorating by artists who 
capture every detailed likeness. Huge, NEW 
single floor plant with NEWEST equipment 
for ample production and quality control. 
Priced attractively and competitively. Send 
for information. 


Hartland Plastics, Inc., Dept. R, Hartland, Wis. 


PREMIUMS 


General George 
Washington on horse 
— historic, patriotic 
memento 


General Lee on horse 
— ideal for 100th 
Anniversary Civil War 


Inventory, 


24-PAGE BOOKLET NO. R-200 


produced by Hollywood for paying 
audiences. It also has much of the 
flavor of the Broadway revue. When 
such comparisons are invited, some- 
times the results aren’t flattering. 


Frankly, in “Cash in Your Line,” 
the music seemed trite and the 
dancing routine. Stubby Kaye was 
much better in “Li’l Abner” then he 
is in this effort. Is it fair to make 
this comparison? Well, the only fair 
answer to that one would be to ask 
the florists to whom this picture is 
shown. If they make the comparison 
that we have, then we've raised a 
valid objection. If they don’t, and 
come out of the showing convinced 
to use their telephone more to pro- 
mote business, then we've been 
picayunish. 

If you are considering sponsoring 
a film with Broadway musical quali- 
ties, this is one you should see. Re- 
quests for prints should be directed 
to your local Bell Telephone man- 
ager. E.S. 


Shoe Selling Techniques 
Shown in Gardner Movie 


In “The Pair That Got Away,” 
Gardner Productions hits hard at 
retail shoe salesmen who allow cus- 
tomers to leave the store without 
exposing them to a maximum sell- 
ing effort. 

According to the film, most sales- 
men reject the technique of showing 
a customer additional pairs of shoes 
in addition to “the little black 
pumps” she wants to buy, on these 
grounds: 


® She just asked for one pair. 
® It takes too much time. 
@ I’m not a pressure salesman. 


Each one of these objections is 
proven false by the film, a 16mm 
sound production in color, running 
15 minutes. 

If you have an affiliation with the 
shoe business, or are considering a 
sales training film, this one may be 
of interest. Requests for prints 
should be directed to Gardner Pro- 
ductions, 1757 N. Sedgwick St., Chi- 
cago 14. E.S. 
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LIDEFIL fy 


erate 


33% « 45 - 78 RPM 


Up to 18 Minutes per Site. 


AUTOMATIC FILM 
FEED AND REWIND 


SELF-CONTAINED 
SCREEN ...NO NEED 
TO DARKEN THE ROOM 


‘Can Also Be Used On 
Conventional Screen 


McCLURE PROJECTORS, INC. a 
P. O. Box 236-a ~ 
1122 Central Ave., Wilmette, Illinois 


Gentlemen: Please send complete 
information and prices. 
Name 


Firm Name___ 


I iiricsth tinction 


City ______. Llone___ State. 


sides eile ics an 2s on doen saint ep ale 
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Eiuyed Gfuide anid, Imdex of 


Art & Photography 


Corona Color Studios 128 
Lucygraf Mfg. Co. 42 
Mack, Douglas 72 
Major Photo Co. 42 
Multi-Ad Services 124 
Quantity Photo Co. 122 
Volk, Jr. Harry, Art Studio 46 


Art Supplies 


Bienfang Paper Co. Inc. 45, 128 
Bienfang Products Corp. 87 
Brown, Arthur, & Bro. 44 
Crescent Cardboard Co. 86 
Shiva Artists Colors 42 


Balloons 
Oak Rubber Co. 
Banners, Pennants 


Hollywood Banners 65, 72, 128 
Pratt Poster Co. .... 98 


Binders, Catalog Covers 


Acco Products Inc. 
Slide-Lok Binder Co. 
Smith, S. K., Co. 


Books 


Butler Clinic 
Macmillan 


Camera Lucida 


Lacey-Luci Products Co. 
Lucygraf Mfg. Co. 


Control Planning Aids 
Graphic Systems . 125 
Conventions & Exhibitions 
Tarshis, Arthur, Associates a 
Copyfitting Aids 

Haberule Co. ... 

Decals 


Meyercord Co. . 
Multi-Color Process Co. .. 
Screen Process Printing Co. 72 


Direct Advertising 


Brodie Advertising Service .. 38 
Colourpicture Publishers Inc. 38 
Dean-Forrest Co. ..................128 
Letter Shop Inc. nied 


Display Materials 


Chicago Molded Products 
Corp. Inside Front Cover 

Hollywood Banners 65, 72, 128 

Kleen-Stik Products Inc. 14, 63 


Display Motors 


Merkle-Korff Gear Co. 128 
Vue-More Corp. 32 


Displays, Window & Store 


Chicago Show Printing Co. 64 
Fredrick Photogelatine Press 

ae ; 109 
Geeco Inc. él 
Hartland Plastics Inc. ........125 
Hollywood Banners 65, 72, 128 
Indiana Wire & Specialty 

Co. Inc. ; 62 
Kirby-Cogeshall-Steinau Co. 46 


Displays, Wire 


Indiana Wire 
Co. Inc. 


& Specialty 


Envelopes 


Cupples-Hesse Corp. 
Du-Plex Onvelope Corp. 
Tension Envelope Corp. 


Exhibit Builders 


Gardner Displays Co. 

Gardner, Robinson 
heim & Weis, Inc. 

Hartwig Displays 


Stier- 


Fluorescent Inks & 
Materials 


Radiant Color Co. 
Gravure Services 


Collins, Miller & Hutchings 
Inc. 99 
Dismar Products Inc. 104 


imprinting 
Sersen's Imprinting 
Ink, Screen Process 


Naz-Dar Co. 
Radiant Color Co. 


Labels & Tags 


Avery Label Co. .... as Te 
Brown-Bridge Mills Inc........ 90 
Ever Ready Label Co. ....... 8 
Kleen-Stik Products Inc. 14, 63 
Shuman Labels .... cued 92 
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Letterheads 


Idea Art 
Parsons Paper Div. 


Lettering Devices 
Varigraph Co. 
Lettershops 


Brodie Advertising Service 
Letter Shop Inc. 


Mailing Boxes 

Fea, CG. J, Ce. 

Manikins, Rental 

Madisonia Manikins Inc. ...128 
Motion Picture Services 
MP—TV Services 


Office Equipment & 
Supplies 


Friden Inc. 
Packaging Materials 


Aluminum Co. of America 39-40 
Jackmeyer Corp. Ee 
Thilmany Pulp & Paper Co. 93 


Paper Chemicals 


Dow Chemica! Co. . 69-70 
du Pont de Nemours, E. |., 
& Co. Inc. 29-30 


Papers, Printing 


Allied Paper Corp. 19-20 
American Writing Paper Co. 7 
Beckett Paper Co. 9-10 
Bergstrom Paper Co. . 94 
Consolideted Water Power 

& Paper Co. ; 105 
Cotton Fiber Paper Mfrs. 114 
Eastern Fine Paper & Pulp 

Div. aes 49-50 
Hammermil! Paper Co. 101 
International Paper Co. 117-119 
Parsons Paper Div. . 76 
Rising Paper Co. 107-108 
Sorg Paper Co. : 26 
Warren, S. D., Co. Back Cover 
West Virginia Pulp & Paper 

Co. ‘ wae 96-97 
Whiting-Plover Paper Co. ....110 


Papers, Specialty 


Aluminum Co. of America 39-40 
Bienfang Paper Co. Inc. 45, 128 
Brown-Bridge Mills Inc. . 90 
Kleen-Stik Products Inc. 14, 63 
Radiant Color Co. .... 106 
Sorg Paper Co. .... ... 26 
Thilmany Pulp & Paper Co. 93 


Paste-Up Type 
Stik-a-letter Co. 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Inc. ‘ 97 
Hutchings & Melville Inc. 121 
Lake Shore Electrotype Div. 10% 
Partridge & Anderson Co. 124 
Progress-Hanson-Progressive 


Group j 98 


Photographic Equipment 
& Materials 


Art-O-Graph Inc. ae 
Lacey-Luci Products Co. 122 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. 128 
Mergenthaler Linotype Co. 73 
Warwick Typographers Inc. 75 


Photo Prints, Quantity 


Major Photo Co. 
Quantity Photo Co. 


Postcards, Color 


Colourpicture Publishers Inc. 38 
Corona Color Studios 128 


Premiums & Specialties 


Advertising 
tional Assn. 
American Map Co. Inc. 
Better Homes & Gardens 
Georgopulo, G. A., & Co. 
Major Plastics Inc. 
Oak Rubber Co. 
Prentice-Hall Inc. 
Shaeffer, W. A., Pen Co. .. 
Spotts Mailing Corp. 
Tarshis, Arthur, Associates 


Specialty Na- 


Presentation Materials 


Belford Co. i 106 
C.O.C. Industrial 122 
du Pont de Nemours, E. |. 

& Co. 74 
Multiplex Display Fixture Co. 87 
Polo Plastics Co. 90 
Smith, S. K., Co. 116 


Printing 


Chicago Show Printing Co. 64 

Dismar Products Inc. 104 

Fredrick Photogelatine Press 
Inc. aes 


109 





Adwertisers 


Graphic Enterprises of Mil- 
waukee Inc. 128 
Johnson Printing Inc. . 59 
Shuman Labels 92 
Universal Loose Leaf Mfg. 
Co. 128 


Projectors 


C.0.C. Industrial 
McClure Projectors Inc. 
Tel-A-Story Inc. 


Screen Process 
Screen Process Printing Co. 72 
Self-Sticking Specialties 


Avery Label Co. 91 
Ever Ready Label Co. eo 
Fasson Products <n 
Kleen-Stik Products Inc. 14, 63 
Meyercord Co. 115 
Multi-Color Process Co. 122 
Screen Process Printing Co. 72 
Shuman Labels . 92 


Acco Products Inc. 100 
Advertising Specialty Na 
tional Assn. ee 
Advertising Typographers 
Assn. of America Inc. .... 66 
Allied Paper Corp. 19-20 
Aluminum Co. of America 39-40 
American Map Co. Je oe 
American Type Founders 
Inside Back Cover 
American Writing Paper Co. 7 
Armsterdam Continental Types 
& Graphic Equipment 6 
Art-O-Graph Inc. . 44 
Avery Label Co. . 91 
Beckett Paper Co. 9-10 
Belford Co. Inc. 106 
Bergstrom Paper Co. 94 
Better Homes & Gardens .. 81 
Bienfang Paper Co. Inc. 45, 128 
Bienfang Products Corp. 87 
Brodie Advertising Service .. 38 
Brown, Arthur, & Bro. 44 
Brown-Bridge Mills Inc. 90 
Bundscho, J. M., Inc. 124 
Butler Clinic 72 
Chicago Molded Products 
Corp. Inside Front Cover 
Chicago Show Printing Co. 64 
C.O.C. Industrial 122 
Collins, Miller & Hutchings 
Inc. . 99 
Colourpicture Publishers Inc. 38 
Consolidated Water Power 
and Paper Co. . ... 105 


Sign Materials 


Chicago Molded Products 
Corp. Inside Front Cover 

Kleen-Stik Products Inc. 14, 63 

Rohm & Haas Co. | 


Signs & Identification 
Materials 


Fasson Products 2 
Fredrick Photogelatine Press 
Inc. 109 
Geeco Inc. él 
Grace Sign & Mfg. Co. 58 
Kirby-Cogeshall-Steinau Co. 46 
Meyercord Co. 115 
Multi-Color Process Co. 122 
Plasti-Line Inc. 5, 17, 21, 35, 
. 41, 55, 65, 71, 85, 123 
Pratt Poster Co. 98 
Robertson Sign Co. 124 


Signs, Metal 


Grace Sign & Mfg. Co. 58 
Robertson Sign Co. . 124 


Signs, Plastic 


Plasti-Line Inc. 5, 17, 21, 35, 
41, 55, 65, 71, 85, 123 
Geeco Inc. él 


Slides 
World In Color Productions 42 
Stock Art 


Multi-Ad Services 124 
Volk, Jr., Harry, Art Studios 46 


Stock Photos 
Mack, Douglas 


Typefounders 


American Type Founders 

; Inside Back Cover 
Amsterdam Continental! Types 

& Graphic Equipment 6 


ALPHABETICAL INDEX 


Corona Color Studios 128 
Cotton Fiber Paper Mfrs. 114 
Crescent Cardboard Co. 86 
Cupples-Hesse Corp. 83 
Dean-Forrest Co. 128 
Dismar Products Inc. ............104 
Dow Chemical Co. ..........69-70 
Du-Plex Onvelope Corp. ... 34 
du Porit de Nemours, E. |., 

& Co. Inc. 29-30, 74 
Eastern Fine Paper & Pulp 

Div. 49-50 
Ever Ready Label! Co. 8 
Fasson Products 2 
Flexo-lettering Co. Inc. 128 
Pox; GC. J. Goa 128 
Fredrick Photogelatine Press 

Inc. ..109 
Friden Inc. . 13 
Gardner Displays Co. 53 
Gardner, Robinson, Stierheim 

& Weis Inc. | 
Geeco Inc. él 
Georgopulo, G. A., & Co. 128 
Grace Sign & Mfg. Co. 58 
Graphic Enterprises of Mil- 

waukee Inc. 128 
Graphic Systems .... 125 
Haberule Co. ; 75 
Hammermill Paper Co. 101 
Hartland Plastics Inc. 125 
Hartwig Displays .... 56 
Hollywood Banners 65, 72, 128 
Hutchings & Melville Inc. 121 
Idea Art ae : va 


Indiana Wire & Specialty 
Co. Inc ica 
International Paper Co. 117-119 
Jackmeyer Corp. 4 
Jonnson Printing Inc. 59 
Kirby-Cogeshall-Steinau Co, 46 
Kleen-Stik Products Inc. 14, 63 
Lacey-Luci Products Co. 122 
Lake Shore Electrotype Div. 
Letter Shop Inc. 
Lucygraf Mfg. Co. 
Mack, Douglas 
Macmillan 
Madisonia Manikins Inc. 
Major Photo Co. 
Major Plastics Inc. 
McClure Projectors Inc. 
Mergenthaler Linotype Co. 
Merkle-Korff Gear Co. ..... 
Meyercord Co. 
Monsen Typographers Inc. .. 
MP-TV Services 
Multi-Ad Services . 
Multi-Color Process Co. 
Multiplex Display Fixture 
Cee ol ee ee 
Naz-Dar Co. .. ee, 
Oak Rubber Co. . Seales ee 
Parsons Paper Division . 75 
Partridge & Anderson Co. ..124 
Plasti-Line Inc. —....... 5, 17, 21, 
. 35, 41, 55, 65, 71, 85, 123 
Polo Plastics Co. ................. 90 


Mergenthaler Linotype Co. 73 


Typewriters, Composing- 
Reproducing 


Friden Inc. 


Typography 


Advertising Typographers 

Assn. of America Inc. 66 
Bundscho, J. M., Inc. 124 
Monsen Typographers Inc. .. 22 
Service Typographers Inc. 114 
Warwick Typographers Inc. 75 


Visual Aids 


Belford Co. Inc. 106 
C.O.C. Industrial 122 
du Pont de Nemours, E. |., 

& Co. ; 74 
Graphic Systems - ..... 125 
Lacey-Luci Products Co. ....122 
McClure Projectors Inc. ....125 
Multiplex Display Fixture Co. 87 
Tel-A-Story Inc. 42 


Pratt Pcster Co. . 98 
Prentice-Hall Inc. . 65 
Progress-Hanson-Pro- 

gressive Group i, 
Quantity Photo Co. ...122 
Radiant Color Co. 106 
Rising Paper Co. 107-108 
Robertson Sign Co. 124 
Rohm & Haas Co. aa 
Screen Process Printing Co. 72 
Sersen's Imprinting ... 65 
Service Typographers Inc. ....114 
Sheaffer, W. A., Pen Co. ....33 
Shiva Artists Colors . 42 
Shuman Labels aa 
Slide-Lok Binder 128 
Smith, S. K., Co. ‘ 116 
Sorg Paper Co. . 26 
Spotts Mailing Corp. .......... 84 
Stik-a-letter Co. ; 

Tarshis, Arthur, Assoc. . 
Tel-A-Story Inc. . oa 
Tension Envelope Corp. 
Thilmany Pulp & Paper Co. 93 
Universal Loose Leaf Mfg. 

a oe 128 
Varigraph Co. ‘ 128 
Volk, Jr., Harry, Art Studio 46 
Vue-More Corp. ae 
Warren, S. D., Co. Back Cover 
Warwick Typographers Inc. .. 75 
West Virginia Pulp and 

POE he aintacinnis 96-97 
Whiting-Plover Paper Co. ..110 
World In Color Productions 42 
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Frofeueedl Souteed fov 


Services and Supplies 


ADVERTISING SPECIALTIES 


THE HARDEST 


a) 


YOU EVER SAW! 
HOLLYWOOD Way DRAPES 


Cl) Me. ae lle aT mT sight 
impressively... persistently. Thc per- 
TS Baral: Ma td eee) alm Tod 


me dale loka Se Tati e we elo 


HOLLYWOOD BANNERS 


116 East 32nd Street New York 16,N.Y 
TELEPHONE: OR 9-4790 


eee me ttt ae et et Ts 
@ FREE Sketches Submitted 


ADVERTISING CIGARETTES 
Entire cigarette package 
features your ad message. 


Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc. 


Cigarette Mfrs. Since 1905 
48 Stone $t., New York 4 


Visualizing pad 


Bienfang Paper Co., Inc. 


metuchen, new jersey 


COLOR PRINTING 


BRILLIANT/ (\ ACCURATE/ -LOW IN COST/ 


GEM Color—TOP QUALITY oy 
press printing ot LOW COST 

runs of 100 to 10,000. Reproduced 
from Ektechrome or art copy. All 
Jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


rf phi Flops oa meat 


i 
616 SOUTH SECC CL LAs 


ADDRESSOGRAPH PLATES 


ADDRESSOGRAPH PLATES 


Brand new plates and frames for your 
addressograph and speedaumat machines. 
New low prices. Price list available. 


DEAN-FORREST CO. 


7 Foster St., Revere 51, Mass. 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 
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MAILING BOXES 


ONE PIECE MAILING BOXES 


CHOOSE 
FROM 19 


xl% to 8%4x5%x3% 
Eliminates WRAPPING, 
TAPE and STRING 
Flat For Easy Storage 


THE C. J. FOX co. 


236 Aborn Street, Providence, R. I 


MANIKINS 


Available 


basis, to lend dis- 


tinction to your | 
trade show exhibits | 


and special promo- 
tions. We manikins 

work 24 hours a 
day without tiring. 
Complete selection 


of ladies’ men’s and | . 
professional 


children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 


SOUND EFFECTS 


Hl-Fl SOUND EFFECTS 


Newest Sound: Airplanes, DC8, Electra Prop- 

Jet, Boeing 707, Air Force F-104 Starfighter, 

Regulus |, Missile Launching, Carrier Sounds. 
Also Autos, Music, Trains, Household and Industry. More 
than 13 classifications; over 1500 real-life sound effects. 
See your dealer or send 25¢ for 2 catalogs containing 
more than 250 record listings MP-TV SERVICES 
7000-L Santa Monica Bivd., Hollywood, Calif. 
mn 


TURNTABLES 


QOTIONDISE 
ae Sis 


crt) 


ae 
woe 


USE THE PROVEN AND 
DEPENDABLE TURNTABLE 


WRITE FOR 
CATALOG 


COMPLETE PRINTING SERVICE 


LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
Phone HArrison 7-1811 
Universal Loose Leaf Mfg. Co. 
161 W. Harrison St. Chicago 5, tl. 





| VARIGRAPH LETTERING INSTRUMENT 


Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 


VARIGRAPH CO., 840 W. Lakeside St., Madison 1, Wis. 


LETTERING 


| Budget low... 


on a modest rental | 


lettering cost high... 


IT’S A JOB FOR 


| Stik-a-lette he 


The 


lettering 
technique 


Write for 
literature and samples 


> Stik-a-letter Co. 
Rt. 2, Box 1400, Escondido, Calif. 





ia ORDER BY NAME 
FROM SPECIMEN BOOK 
SENT ON RECEIPT OF 25¢ 


kite Loa DG et 
New York 17 
PL 3-4943 


aT flo 
Ag 
Ey) 
CTIL ONLY 
50¢ 2 word! 


LOOSELEAF BINDERS 


| NEW SLIDE-LOK LOOSELEAF CATA- 
| LOG COVER; NO PINS, NO RINGS. 


Sheets slide in, slide out for easy load- 


| ing or changing. Replaces tang binder, 


takes all 8% x 11 punches; 13 colors or 
tailor made. At your stationers or write 
for free sample. SLIDE-LOK BINDER, 


| E718 First Bank Bldg., St. Paul 1, Minn. 


COLOR POST CARDS 


}/) NATURAL COLOR 4 
aa ha a 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 
25¢ ec. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List.ond Somples 
CORONA COLOR STUDIOS 
2 W. 46th St. New York 36, N. Y 








901/Circle on Readers’ Service Card 
Puerto Rico Folder 

+a full-color folder from Economic De- 
velopment Administration of Puerto Rico 
describes the advantages of the island to 
convention planners. (Page 56) 


902/Circle on Readers’ Service Card 
Exhibit Moving Service 

. a-folder from National Van Lines Inc. 
describes its national moving service for 
exhibits and displays. (Page 56) 


903/Circle on Readers’ Service Card 
Tru-Ray Paper 

. a sample book, showing the various 
colors this stock comes in, is available 
from Riverside Paper Co. (Page 100) 


904/Circle on Readers’ Service Card 

Serendipity Mailing Lists 

. « » @ new folder of mailing lists from 

Walter Drey Inc. discusses serendipity. 
: (Page 42) 


905/Circle on Readers’ Service Card 
Show-Window Envelopes 

. . . Idea Art gives details on its new line 
of window envelopes designed to go with 
its pre-printed letterheads. (Page 41) 


906/Circle on Readers’ Service Card 
MASA Roster 

. «-@ new roster of membership is avail- 
able from Mail Advertising Service Assn. 
Intl. (Page 41) 


a MCE oi oe ee are 


Readou 


at ore Uuirements | Sowme 


*Send for these free helpful selling tools 


907/Circle on Readers’ Service Card 
Mobile Tv Unit 

- tates for use of the mobile unit of 
Giantview Television Network.are detailed 
on rate card. (Page 116) 


908/Circle on Readers’ Service Card 
Viewing Millions 

. . - are the audience offered by sponsored 
movies sdys American Films and com- 
pany booklet elaborates. (Page 116) 


909/Circle on Readers’ Service Card 
Duplicator Samples 

. » « Of various jobs run off on this type of 
equipment are available from A. B. Dick 
Co. (Page 121) 


908 909 910 911 912 913 914 
915 916 917 918 919 $20 921 


twelve monthly issues (U.S., Canada 
and Pan-America, $3; .all others $5) 
please check below: 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, lll. 


910/Circle on Readers’ Service Card 
TV_ Commercials 

. award-winning commercials are de- 
scribed in a folder produced by Robert 
Lawrence Productions. (Page 121) 


911/Circle on Readers’ Service Card 
Government Films 

. . of interest to industry and various as- 
pects of sales promotion and advertising 
are listed in a booklet. (Page 122) 


912/Circle on Readers’ Service Card 
Color Service 

. .» by which merchandising and publicity 
campaigns receive full newspaper color, 
subject of brochure. 


TITLE 

COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Dec. 15, 1960. 





| | Adwertising 


Requirements 


Send for these free helpful selling tools 


913/Circle on Readers’ Service Card 
Bordered Blanks 

« « - Goes Lithographic Co. features its line 
of pre-printed certificates, etc., in a new 
catalo<. (Page 109) 


914/Circle on Readers’ Service Card 
Specialty Catalog 

- @ full-color catalog from Rosen Enter- 
prises Inc. shows a line of specialties 
suitable as personal gifts. (Page 87) 


915 /Circle on Readers’ Service Card 
Sporting Goods Catalog 

. «« Wilson Sporting Goods Co. releases 
premium catalog showing several types of 


(Page 87) 


ave eR LE 
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916/Circle on Readers’ Service Card 
The Sell-O-Rater 

» an illustrated leaflet on a new sales 
incentive board is available from V. M. 
Atkinson Co., Detroit. (Page 87) 


917/Circle on Readers’ Sérvice Card 
New Floodlights 

. » » facts on utility floodlights for indoor 
or outdoor use are available from Stonco 
Electric Products Co. (Page 65) 


918/Circle on Readers’ Service Card 
Dairy Display Folder 

. » illustrated literature on an animated 
p.o.p, display unit is available from Badge 


BUSINESS REPLY CARD 


First Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Wl. 


*Please print or type information below 


NAME 


Please have the following sent me: 
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TITLE 


902. 903 904 90S 906 907 


908 910 911 912 913 914 COMPANY 


$16 917 918 919 920 921 


te 


PRODUCTS SOLD 


rn 


ADDRESS 


I 
CITY & ZONE 


*Note: 
not serviced beyond Dec. 15, 1960. 


inquiries for items listed 


! 
! 
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919/Circle on Readers’ Service Card 
Molded. Displays 

. « @m illustrated folder describes “Ad- 
meld” @ liquid rubber Jatex for making flex- 
ible. molds. (Page 53) 


920/Circle on Readers’ Service Card 
Versatile Typeface 

«+ + Columbia has been introduced and the 
importing company has produced “a-folder 
showing samples of the type. {Page 74) 


921/Circle on Readers’ Service Card 
Time Records 

. of.Ludiow in tests staged at recent 
Graphic Arts convention promotion are 
given in booklet. (Page 74) 


922/Circle on Readers’ Service Card 
Natco Bag Folder 

- » » premium use ideas for specialty flight 
or travel bags are covered in a new book- 
let from Natco Product Corp. (Page 80) 


923/Circle on Readers’ Service Card 
Public Relations 

- + @s practiced by Harshe-Rotman Inc. 
are described in a 16-page, pocket-sized 


__brochute prepared by the firm. (Page 80) 


924/Circle on Readers’ Service Card 

+ « @ new directory of plastic package 
sources has been published by Koppers 
Inc. (Page 92) 


928 /Circle on Readers’ Service Card 
Mylar Ready Strip 
.» + Samples and details on a lowcost proc- 


ess for decorating packages are available 
from Coating Products Inc. (Page 93) 
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Univers, a new concept in type design, 
was created to meet the growing need 
for consistency, unity and identity 

in modern design for printing. 

All of the 21 variants in Univers stem 
from a single basic design, and the entire 
series was worked out to the last detail 
before a single matrix was cut. 

Through this approach, the well-known 
Swiss designer Adrian Frutiger has 
created a unique and total type concept. 
The first Univers series will be available 
from ATF Type Dealers within a few 
months. 


American Type Founders 
200 Elmora Ave., Elizabeth, New Jersey 





Everyone reads 


between the lines 


4 is 
HIGH STANDARD Y 


An architect has a professional eye for detail. When 
he reads a company’s printed material, he sees more than just the bare words 
and pictures. In effect, he reads between the lines — unconsciously appraises the 
good taste of the company that sent him the booklet. He is influenced by evi- 
dences of the sincerity of the message, the character of the design, the quality 
of the print and the paper. Companies that show respect for readers through 
this kind of attention to detail will win respect in return. Respectful printing be- 
gins with a good printer. See him early. There’s more than a good chance that 
he’ll specify a Warren paper, because he’ll get better results — and so will 
you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 








